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A brand new idea in Display Lighting. 
Window It fills the window with a flood of 
Footlight direct light having.a powerful beam of 

reflected light in the center. A most 
effective unit for lighting your spring 
Displays. 


i rs 


The effectiveness of your displays depends largely upon your 
selection of the display lighting equipment. Even your 
best display is improved by proper lighting. Plan 
your spring displays NOW. We'll plan the 
lighting for you. There’s an X-Ray Re- 
flector for Every Lighting need. 
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Your Spring Opening 
Is Buta Few Weeks Away 


The NEW FASHIONS can be displayed to 
best advantage ONLY through the use of 
NEW and BETTER SETTINGS. 


For the past twenty years L. BAUMANN 
& CO., has been assisting merchants every- 
where by furnishing decorations that en- 
hance the beauty and selling power of their 
displays. 





We are giving a more complete and better 
service than every before. 


Is your name on our catalog list? If not, 
sign and mail coupon below. 


L. Baumann & Company 


357-359 West Chicago Avenue 
CHICAGO, ILL. 


L. Baumann & Co., 
357-9 W. Chicago Ave., 
Chicago, IIl. 
Gentlemen: 


Please enter our name on your list for copy of your 
catalog DWS23, and oblige. 


Yours very truly, 


Name 


By 





or 





Street and No 
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In the Interest of Display Development 


HOULD a publication’s interest in subscrip- 
tions cease once a given number has been at- 
*)| tained, this quantity being considered suf- 
ficiently large to form an attractive argument for 
advertising solicitation? 

The DISPLAY WORLD answers in the negative 
and at the same time advises that its quest for new 
readers will go on with the life of the publication. 
This decision is in the interest of those who can 
materially benefit through regular contact with the 
constructive and educational contents of DISPLAY 
WORLD, and because of our belief that to serve 
our advertisers best there can be no point of abrupt 
conclusion of efforts, but rather is it imperative and 
a service justly due them that this publication con- 
tinue as long as the publication issues to expand 
and continue to cultivate the field of manufacturer 
possibilities. 





The accomplishment of obtaining more than 
5,000 paid subscriptions to The DISPLAY WORLD 
in the brief span of four months was hailed as a 
“journalistic triumph.” The acceptance of this pub- 
lication as the leader—the best in its field, after but 
six months of existence, is even more remarkable 
that the circulation “triumph,” but both are ex- 
plained in the fact that The DISPLAY WORLD 
has made good. Its content, service and program 
are such that as a constructive medium it surpasses 
any other publication in the field of mercantile dis- 
play. That’s why 5,000 merchants, displaymen and 
national advertisers are DISPLAY WORLD sub- 
scribers, and that is why the leaders in these great 
fields have manifested their enthusiastic expres- 
sions concerning The DISPLAY WORLD leader- 
ship. , 

There is nothing radically wrong with a policy 
that would boost that which can be of assistance 
to another—rather do we take pride in the act since 
our purpose is honest, and constructively in accord 
with the principles on which our program has been 
established—the development of the art of mercan- 
tile display ; its general and positive realization by 
merchants as the most powerful factor in the busi- 
ness of selling; the intimate co-operation of manu- 


facturer, merchant and displayman, and the encour- 
agement and advancement of the display service 
idea. Summed up, our program provides for an ideal, 
constructive and practical personal service to the 
display profession and its industry. 

Any service would fail of complete influence that 
functioned to a given point, or sparodically, with 
the result that advancement would cease in-so-far 
as it would be influenced by that service and those 
whose appropriations make possible the construc- 


_ tive departments would be failing of the support to 


which they are rightly entitled. 


The DISPLAY WORLD desires its educational 
helpfulness to be at the disposal of every merchant 
and displayman, and since it is published in the 
interest of the great profession of mercantile dis- 
play, those of the field with the same desire to see 
the profession develop will most heartily recom- 
mend The DISPLAY WORLD for use by every 
displayman and in every retail store. 

The immortal Theodore Roosevelt exemplified 
the thought we are attempting to portray since he 
maintained that one was a traitor to his profession 
who did not in some way put into that profession 
as much as that profession had given him. The 
Great American meant that conscientious labor and 
study should be expended in that profession for 
every dollar taken out of it, and that it was the duty 
of every man to labor for the advancement and 
improvement in conditions of that profession, or 
business. 

What better or more resultful contribution to 
the display and mercantile profession could be made 
than the general functioning of a genuinely con- 
structive educational program exerting its con- 
stant influence in the mercantile field? Displaymen, 
those whose interest and contentment thrives in 
their affiliation with the art of display, are in- 
terested also in the development of that art and asa 
means of co-operating in its expansion and general 
employment these men can assist materially in 
the worthy recommendation that every displayman 
become regular readers of the profession’s leading 
educational publication, The DISPLAY WORLD. 
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A | A Guide 
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UR new line of decoratives for Spring, 1923 is being received with enthusiasm 
unequalled during our 26 years experience. Orders are coming in with every 
mail. You will understand when you see 


Our New 1923 Spring Flower Book 


It contains 52 pages of decoratives that will satisfy both the creative ability and 
artistic sense of the modern displayman. And in the pricing, we have endeavored to 
co-operate with the merchant by offering designs that will magnetize his windows and 
sell his goods while keeping costs down to rock bottom. 


Better Write for Your Copy Today 


SCHACK ARTIFICIAL FLOWER CO.. 
DESIGNERS-MANUFACTURERS-IMPORTERS 


FACTORY: 1739-45 MILWAUKEE AVENUE. 
DISPLAY AND SALESROOM: 63 EAST ADAMS ST. 


CHICAGO 
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The Service and Information Bureau of The can secure various items of display material and 
DISPLAY WORLD‘ has been kept unusually busy equipment. It has been possible for us to refer 
during the past month answering the inquiries of these live prospects to many manufacturers and a 
merchants, displaymen and others as to where they number of sales have already resulted. 
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Merchants and display men are cordially invited to make use of our incomparable service facilities. Just check H 
items in which you may be interested and send to SERVICE and INFORMATION BUREAU, The DIS- H 
PLAY WORLD, Cincinnati, and advice or solu.ions will be directed to you without obligation. H 
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A new Period Fixture 
of Distinétive and 
Correét Design 


Introducing the latest in Period Design 
Duncan Phyfe 


The work of an eminent master designer. 
Duncan Phyfe, who came to America in 1783, 
located his shop in New York City and com- 
menced his work of designing, that has made 
for America a typical All-American master- 
piece. Acknowledged in the History of Amer- 
ican Art as a true and distinctive Period Design. 


Our adaptation of the work of Duncan Phyfe 
is correct in every detail, making a fixture of 
true merit and distinctive character. 


The new Period is now exhibited at our sales- 
rooms and is worthy of your attention for the 
latest consideration, as our newest suggestion 
for spring displays. 


Hugh Lyons & Company 


SALESROOMS 


NEW YORK CHICAGO 
35 W. 32nd St. 217 W. Jackson Bivd. 


BOSTON BALTIMO 
52 Chauncey St. 1N. douen. 


A Set in Duncan Phyfe 





Costume Form 
Latest Model 
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The Best Kind of Advertising 


Manufacturers, dealers and advertisers admit power of window display 
and the 1923 advertising appropriations will include liberal consider- 
ation of this form of advertising—Development of profession is seen 


REVIEW of the predictions based on criti- 
cal analizations of business during the year 
he just closed and the thorough investigation 
of all those elements upon which depend the condi- 
tion and status of business contain a healthy and 
favorable indication for the present year. And it is 
interesting to note that business analysts of national 
authority in predicting better 
business are unanimous in their 
statement to the effect that 1923 
will be an outstanding example of 
great and profitable advertising. 
Perhaps the conclusion to 
which these expert business 
analysts have come was in 
great measure prompted on 
and by a study of inclinations 
or attitude of the manufacturer 
and merchant concerning ad- 
vertising, though in issuing re- 
ports the expected volume of 
advertising does not supercede 
in position or importance what 
these experts are prone to term the buying attitude 
of the public. However, one thing is pretty cer- 
tain in these days of modern merchandising meth- 
ods and that is that business is usually good when 
advertising is extensive and optimistic. 






oN N 


Manufacturers of nationally advertised products, 
great department stores, specialty manufacturers 
and even the small town dealer are facing the prob- 
lem with feet on the ground and seem one in the 
opinion that all that is needed for a remarkable 
year of business is the right kind of advertising and 
plenty of it. There can be no sitting back awaiting 
general conditions or some unforseen instrument to 
bring about the desired condition of business activ- 
ity in its maximum efficiency. Generally conditions 
are ripe for this era but since the public has long 
since accepted advertising as a barometer of busi- 


The present year will witness a 
great development in the employ- 
ment of many pretentious display 
ideas. Urged by manufacturers, 
dealers and advertisers this form of 
advertising will demand the most 
liberal appropriation ever granted 
for window display. The manufac- 
turer’s advertising will be so shaped 
as to more intimately co-operate 
with the merchant in the moving of 
goods from the shelf. 1923 will 
bring a great expansion and devel- 
opment in the practice of display. 


ness activity as well as a regulator, in degree and 
fashion, of business and domestic life, that baro- 
meéter and stimulator ’must play its incomparable 
role. ; 
Granted that the current year will witness the 
breaking of records in advertising appropriations 
we are particularly interested in the means through 
which billions of dollars will be 
expended, and of pertinent im- 
portance is the fact that the 
advertising budgets of 1923 
will include twice if not three 
times the apropriation ever be- 
fore allotted to window display 
advertising. There is, indeed, 
much of significance in the fact 
that advertising agencies are 
evidencing a _ remarkable 
change of heart concerning the 
value of the window. Manu- 
facturers recently converted 
to the idea of selling through 
the window have become 
greatest enthusiasts on the strength of results. 
Nowhere, can be found an authority on advertising 
and sales promotion who, in his suggestions for the 
1923 campaign does not make glowing reference 
to the potentialities and possibilities of the show 
window and urge liberal appropriation for it in the 
year’s advertising schedule. 

The present year will be unique, history making 
in the evolution or revolution of advertising meth- 
ods. The appeal will become the direct; gener- 
alities will be supplanted by specific “whats,” 
“whys” and “hows,” and generally, the most power- 
ful sales appeal will be accepted as that afforded 
through the attractive, interest-getting compelling 
window display functioning with and supporting 
the concentrated local newspaper advertising as 
designed by the manufacturer and merchant. 
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Outfitting the Modern Store 


Store department arrangement and appointments should have atten- 
tion of specialized experience—Equipment important in sales 
making—Each store demands individual study 






FS | } merchants could have been present at the 

SB] recent convention and conference of the 
rss salesmen of the Grand Rapids Show Case 
Co held at Grand Rapids, recently, they would 
have learned much concerning the present-day func- 
tioning of a real, progressive organization—and 
they would have learned that this operation was 
spurred on by the constant effort to render service 
to the clients of the Grand Rapids Show Case Co. 

At this meeting, with the entire sales force of 
this great organization present, there was not a 
word concerning the technique of sell’ng, all of 
the discussion concerning the possibilities of ren- 
The meeting was 
concerned with the all-important question, “how 
can our products better assist in the merchant’s 
campaign for more business?” It was the user and 
prospective user of Grand Rapids products that 
formed the subject of this great meeting. In other 
words fixtures, store equipment was but a means 
to an end with service to the merchant forming that 
importanc end. 

The foregoing is a fitting preface to the advice 
to merchants that they entrust the important work 
of store outfitting and arrangement to those un- 
questionably fitted by expert experience to most 


dering better customer service. 


effectively do this work. Merchants contemplating 


store equipment installation, department additions 
or alterations will find it to their decisive benefit 
to consult the specialist to place the important 


work in the hands of those whose knowledge of 


merchandising problems form the first essential in 
the general plan of store outfitting. 

It is not enough to have traced the original plans 
of some store designer and on occasions to have 
inspected minor details of the installation, or is it 
sufficient experience to have assisted in the depart- 
ment alteration of one or two stores, yet there are 
men posing as store designing specialists who have 
but this limited experience behind them. Trusting 
the all-important specialized work of outfitting the 
store to these men will invariably result in heavy 
losses to the merchant. There is absolutely no rea- 
son for this condition existing, however, if the mer- 
chant will but attach sufficient importance to the 
matter and acquaint himself with the service at his 
disposal. It is not difficult to understand the super- 
iority of an organization that has for years devoted 
itself to the solution and improvement of merchan- 
dising problems and methods. 

A recent installation of store equipment deter- 
mined as to style and finish following an intensive 
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First Floor Department Arrangement of Gloyd-Halliburton, Oklahoma City, Okla. 
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General Plan of Department Arrangement of Millner’s, Wheeling, West Virginia 


study of all those things influencing retail merchan- 
dising that has resulted in increased sales and added 
store prestige was made in the store of Millner, 
Lynchburg, Va., and Gloyd-Halliburton, Oklahoma 
City, Okla. 
of the first floor department layout are reproduced here 
and illustrate the excellent arrangement of the various 
sections. While there is no waste of space, the aisles 
are roomy enough to allow a comfortable shopping 
journey through the departments. The Milner and 
Gloyd-Halliburton stores are outfitted with Grand 
Rapids Show Case Co. equipment, and the expert ser- 
vice facilities of this organization were utilized in the 
decision of department location. 

Entering the Gloyd-Halliburton store at the main 
entrance, a wide aisle extending directly through the 
center of the store and to the elevators forms a most 
convenient and practical arrangement. At the right of 
the entrance is the ribbon and glove department, while 
at the left extending to the extreme rear of the store 
are sections devoted to silk and knit underwear. Four 
spacious sections are placed in floor center, each having 
all round display cases and ample counter and shelf 
space. One of these is devoted to women’s hosiery and 
toilet goods, and a second to veilings, neckwear, hand- 
kerchiefs and leather goods; the third to cut glass, jew- 
elry and hosiery, handkerchiefs and gloves for men, 


Rough copies of the original plans ~ 


while another has buttons, notions, thread and cameras. 
An ample department is given over to the men’s section. 
Tables with various merchandise lines are placed to 
best advantage. Of particular interest is the excellent 
allotment of window space the value and appreciation 
of display having appropriate consideration in the plan- 
ning of Gloyd-Halliburton store front and interior ar- 
rangement. 

The Millner store provides another excellent ex- 
ample of efficient department planning, and having 
been placed or located after a thorough study of the 
varied essentials in merchandising results at, this store 
warrant the advisability of expert analysis when store 
or department layout or rearrangement is considered. 

As one enters the Millner store he finds gloves on 
one side and umbrellas on the other, each having a de- 
partment of a size demanded as a result of expert 
analization. In the center are two sections. one de- 
voted to handkerchiefs, neckwear, veilings. toilet and 
leather goods. and the other. to ribbons. notions, ivory 
goods and stationery. Directly to the rear of the sec- 
ond central section is the bargain booth, where special 
attractions are featured daily. Other departments on 
the main floor carry laces, trimmings, buttons, patterns, 
linens, domestics, hosiery, underwear, silks, etc. Here 
again we find excellent display provisions and extensive 
though not crowded use of display tables. 


<< 


INTERESTED IN COLOR LIGHTING 


Editor, The DISPLAY WORLD: 


I have become interested in the evident development of 
color lighting in its application to window displays and 
would like to have you inform relative to the practicability 
of the equipment. 


Answer.—This question can best be answered by 
manufacturers of lighting: equipment or by men who 
have employed color lighting features in their win- 





dows. We are sure that you will find color lighting 
the displays simple and indeed practical. In the 
January issue Howard E. Oehler, display manager 
for W. A. Wieboldt & Co., Chicago, discusses the 
merits of color illumination and explains how equip- 
ment is constantly employed to the decided profit of 
his store. It is suggested that you send for descriptive 
literature on the subject. Write to The National X- 
Ray Reflector Co., Chicago. 
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Fixtures—Their Part in Sales Making 


Too much attention cannot be given to the important work of fixture 
selection—Good equipment necessary for maximum 
efficiency in window displays 


ORTHY of as much consideration as that 
>} given to the subject or matter of depart- 
ment location and arrangement is the im- 
portant business of the proper and adequate selec- 
tion of display equipment and fixtures for the store 
interior and display windows. 

Too much attention and consideration can not 
be given to this essential in sales creation and it 
behooves the merchant who has, in the past, failed 
to attach proper importance to the real value of 
practical and efficient fixtures to wake-up to the 
fact that good judgment, business wisdom calls for 
display equipment with the qualities that enhance 
merchandise showings and he is the loser in sales 
if old, impractical and poorly finished equipment is 
employed. 

Fixture equipment of today is the result of in- 
tense study of merchandising problems supple- 
mented by a critical analization of the public’s likes 
and dislikes, and the equipment manufacturers re- 
sponsible for the study and analization have proved 
conclusively that certain character workmanship 
in fixtures move goods more readily than other forms, 





and that the attractive, graceful items of display equip- 
ment register unmistakably on the buying public. 

As a jumbled mass of merchandise would fail 
to create the buying interest so would that interest 
fail of accomplishment if old-fashioned, mutilated 
and clumsy fixtures were employed in the presenta- 
tion of a high quality piece of merchandise. Just as 
atmosphere, setting must be present for the suc- 
cessful accomplishment of a drama, a comedy, or 
novel, just so must it also function in window display. 

What are the best fixture selections for your 
store? ‘That depends entirely on the line of mer- 
chandise carried, size of display windows, finish of 
windows, style and finish of interior cabinets, cases, 
counters, etc. However, unless a first caliber dis- 
play manager is maintained in the store organiza- 
tion it unquestionably will be to the material ad- 
vantage of the merchant needing fixtures to avail 
himself of the excellent service facilities of the 
manufacturers of that equipment. Important, per- 
haps to the greatest degree in the organization is 
this department designed to prefectly analize par- 
ticular store equipment and merchandising prob- 





Excellent Fixture Equipment Enhanced the Effectiveness of this Display of S. W. Englund, Davenport, Ia. 
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lems and offer the correct solution of them. This 
service, expert in every particular will invariably 


result in a substantial saving in actual dollars and 





cents, and further provide maximum sales efficiency 


> insofar as it is possible to obtain it through fixture 
) equipment selection. 





Practical and Beautiful Fixture Set 


To be sure, it is always advisable to seek the 
services of a concern of standing, of reputation for 
service and reliability in the field. As it will prove 
expensive and dangerous to trust the amateur with 
your construction and store arrangement plans so 
also are there dangers in the action that permits the 


) unqualified novice parading under the title of equip- 


ment designers and merchandise analysts to: inef- 
ficiently and over-abundantly supply your equip- 
ment needs. Get acquainted with the makers of the 


| equipment that goes into the retail store, study the 





product of each, and investigate the service ren- 
dered, noting what stores buy from one in prefer- 
ance to another. All of this information will tend 
to put you on the right track when business seems 
to be slipping and some progressive party tells you 
that the fixtures are hindering the efficient function- 
ing of otherwise attractive displays. There is 
another point worthy of consideration here and 
concerns the too general lack of executive power, 
and perhaps at the same time evidences on the 
part of the displayman an inclination to under- esti- 
mate or fear his own ability. 

How often have we heard displaymen excuse 
or attempt to excuse the lack of “punch,” attrac- 
tiveness and selling power of a certain display in 
the exclamation, “I can’t do myself justice with 
broken-down, antiquated display equipment.” This 
remark is usually followed by the declaration that 
he is open for a new job. No doubt, many display- 
men are justified in their criticism of the fixtures 
with which and on which they have to display mer- 
chandise, and show good judgment in the decision 
to expend their energies and interpret their artistic 
propensities elsewhere, but we wonder whether 
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conditions could not be materially improved 
through a tactful employment of cold, sound logic. 
There is every reason to believe that many stores 
continue to employ old, unsatisfactory equipment 
for the reason that the display manager allowed 
just such a condition to exist. There are hundreds 
of merchants employing display managers today 
who consider that a display manager in order to 
be such must have the ability to manage, to see that 
his department funtions as it should function—in 
maximum efficiency. 

The store owner, or manager is concerned with 
matters aside from the details of department oper- 
ation and because this is so places the responsibili- 
ties of departments under other supervision or con- 
trol. He knows little concerning display or the de- 
tails of display department functioning, but he us- 
ually does know if a department is operating at a 
profit. Profits are his life—in business, and if sug- 
gestions can be advanced whereby one department’s 
efficiency can be increased with resultant added 
profit its a safe assumption that the boss will do his 
share to bring about that desirable condition. 





Plateau and Shoe Stand 


Generally recognizing the value of appropriate 
window display his interest is as intense in the 
profits that are derived through this medium of sales 
as through any other, and if an investment is needed 
to enhance the sales producing value of that depart- 
ment it is pretty sure to be forthcoming. 

But, the boss must be sold on the proposition, 
just as he must be reasonably assured before he 
makes any investment, and it is perhaps right here 
that many displaymen fail to qualify as display 
managers. 

Knowledge of his work and the material and 
equipment required in that work, together with 
executive ability that completes the work in 
efficient fashion form, as we have said before, es- 
sentials in the display manager’s position. The 
ability to advance sound, practical reasons in sup- 
port of any request will meet with the approval and 
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consideration of any store manager or director, and 
there is reason to beleve that some stores lack pro- 
gressiveness in the medium of displays through the 
executive defficiency or “spineless” character in the 
display department. 

Good display equipment has never proved an 
expense and just so long as we have displaymen 
who know how to employ it it will always continue 
to be one of the store’s most resultful investments. 


There is absolutely no reason for failure to issue a 
requisition for fixtures when new ones are needed 
or at a time when modern equipment would prove 
beneficial to the store, and to support this demand with 
the simple yet powerful argument so frequently 
avoided by those, who, we are inclined to believe, 
refrain from it because of their own weakness in 
their department. Efficient store and display equip- 
ment forms a powerful influence in selling. 


0000000 


A New Fixture Introduction 


Beautiful reproduction of the Duncan Phyfe design incorporated in 
new display fixture—Will meet discerning 
requirements of displaymen 


ISPLAYMEN and merchants will note with 

interest the introduction of a new fixture 
carrying the influence in true detail of the 
artistic contribution which typified the master work 
of Duncan Phyfe. 

Born in the great 18th century, among other 
things famous as the age of furniture makers, Dun- 
can Phyfe stafid pre-eminent as the 
outstanding designer during a period 
of unapproached excellence in artistic 
contributions. He was born at 
Loch Fannich, Inverness, Scot- 
land, in the year 1768, coming to “. 
America in 1783. His family set-- S. 
tled in Albany, where Duncan, as \ 
a boy then 16 year of age, worked 
at the cabinet maker’s trade. In 
1790 he went to New York City where he 
made his first sale of furniture to John 
Jacob Astor. From this point the popu- 
larity of Phyfe furniture grew rapidly 
and the designer became known in ad- 
jacent cities until his reputation became 
nation-wide and the demand for his prod- 
uct too great for fulfillment. 

Living in the age of 
Washington Irving, Fitz 
Green Halleck, James K. 
Spaulding, men who were 
responsible for America’s 
first recognition in the world 
of literature, Duncan Phyfe 
contributed in an artistic 
sense through his pure 
American contribution in 
the field of design. 

He forms a record of a day that is gone, and, as 
an heir to the greatest cabinet makers of the 18th 
century, he carried out their noble traditions and 
found and introduced a work which is an example 
to all modern cabinet makers. He attained his 








skill through the diligent schooling of his design 
to the work of Hepplewhite and Shearton and 
brought into it also the influence of other famous 
period designs, Directoire, Consulate and the early 
Empire, these influences of design being combined 
gracefully and successfully with English forms 
and details with which Phyfe was perhaps most 
familiar. A very remarkable collec- 
tion of this famous furniture is now on 
exhibition at the Metropolitan Muse- 
um of Fine Arts, where attention to 
it has been drawn from all parts of 
the world. 
The modern adapta- 
tion of the Phyfe de- 
sign, as evidenced in 
the new display fix- 
tures, the product of 
one of the greatest in- 
stitutions of its kind in 
the world, presents a 
most worthy and ac- 
curate reproduction of 
the design with tables, 
plateaus, bases and 
standards pure in their 
quality of design portrayed. One of 
the distinctive characteristics of the 
Phyfe design is the presence of firm, 
freehand curves, giving an effect of 
lightness, yet at the same time main- 
taining ample support. Delicate 
fluting conveys an artistic evidence 
and forms a graceful and adequate 
ornamentation. 

Displaymen will find in this new 
fixture the artistic design and beautiful proportions 
so necessary in effective window displays. This 
new fixture will be well received by displaymen 
throughout the country and its introduction 1s 
another evidence of the manufacturer’s service. 
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| Increased Sales Thru Display Helps 


Dealers find appropriate use of mimeo display helps incom- 
parable means of sales stimulation—How some of best known 
national advertisers operate the departments of display 


HE great development in the acceptance of 
ka ay) the window display as a most powerful sell- 
rool ing agent may be gauged quite accurately 
from an inspection of merchants’ windows, noting 
the almost universal employment of some sort of 
display agency. 

Department stores, ready-to-wear and others 
advertisers, the manufacturers 
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To these men or organizations, 
and not to any publication or 
displaymen’s organization has 
the display idea been generally 
sponsored and developed with 
the so-called smaller dealers. 

The campaign that resulted 
in the successful acceptance of 
the display idea enlisted the at- 
tention and co-operation 
practically all of the well- 
known manufacturers of na- 
tionally distributed products, 
and indeed interesting and in- 
stant practitioner than this erstwhile “small town 
merchant,” and many of these are to be found in 
the large cities. 

One might say that this realization was a long 
time coming but in view of the limited educational 
work devoted in his interest, it is the writer’s opin- 
ion that the idea took hold with remarkable results 
and has become generally accepted in a compara- 
tively short time—again considering the absence 
of any concentrated or official educational program 
directed in his interest. It must be granted that 
the small town merchant learned little or nothing 
of window display and its possibilities through the 
publication he may have received and, in fact, the 
publication devoted to the problems or news of dis- 
Play failed to reach any proportionate number of 
these dealers, and those that did receive it found 


Manufacturers of nationally ad- 
vertised products are materially in- 
creasing the dealers sales with mu- 
tually profitable results through dis- 
play co-operation and the old ac- 
cepted theory that manufacturers 
“helps” were of little value has been 
supplanted by the general demand 
of all dealers for them. This demand 
and the excellent quality of present- 
of day display helps has made neces- 
sary stringent regulations concern- 
ing the distribution of them. Some 
of the successful methods. 


nothing constructive and applicable to their par- 
ticular business. 

In spite of anything that might be said to the 
contrary the present knowledge of display among 
the smaller merchants, their employment of display 
windows to increase sales has been due to the pro- 


.gressive sales promotion programs of the national 


which may be listed in a class 
designated as “the big stores” 
have, for many years realized 
the value of display and in a 
variety of stages of success 
practiced it. However, the 
smaller store, the town mer- 
chant took long years to ap- 
preciate the power of actual 
merchandise presentation midst 
appropriate setting, but now 
that the idea has presented it- 
self in full accomplishment of 
its possibilities the art of mer- 
cantile display has no staun- 
cher supporter or more con- 
structive are the varied details of the respective 
educational programs employed in the campaign. 
Then too, of interest is a review of the present 
methods of manufacturer co-operation which neces- 
sitates a stringent check on display helps that 
recalls the old method of sending broadcast car- 
load after carload of lithographed display cards, 
backs, streamers and screens the ultimate destina- 
tion of which was the furnace—whence it went 
without introduction in the window. 


To-day dealers appreciate the value of this ma- 
terial and so great has become the demand for it 
that practically every manufacturer has been forced 
to adopt a policy and system governing its distribution 
and employment. The extent to which manufacturers 
are expanding dealer co-operation departments and the 
plans of accomplishment are also illuminating. 
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The Pillsbury Flour Mills Company, Minne- 
apolis, Minn., at the present time are installing in 
the windows of department and other stores carry- 
ing their product an exact reproduction, in minia- 
ture, of the company’s “A” Mill, the largest single 
flour mill in the world, showing the third Avenue 
bridge of Minneapolis and the Falls of St. Anthony. 
It forms a most powerful display attraction and 
crowds are constantly inspecting it wherever it is 
shown. 

Referring to the Pillsbury campaign of dealer 
co-operation, R. C. Dwyer, of that organization 
says: “In arranging our advertising program we 
have ever in mind the tremendous importance of 
the dealers’ co-operation in granting attractive win- 
dow displays that tie-up with out national cam- 
paign. To secure the support of the dealer it is 
essential that we meet his needs and preferences, 
and this we accomplish by a letter to our branch 
managers soliciting their opinions and the opinions 
of their salesmen concerning the character of ad- 
vertising material that has proved most popular 
with them during the past year, or better, six 
months. . Wi‘h these ideas as a basis we prepare 
plans. for material that will incorporate the sug- 
gestions submitted and so shape our other forms of 
advertising to include the maximum tie-up.” 

The Van Raalte Company, New York, has 
studied the problem of dealer co-operation and ap- 
plied the findings of its experience and study in a 
most efficient and economical program. Counter 
cards, signs, display cards, folders, sectional screens, 
department cards, streamers and advertising cuts 
comprise the Van Raalte service to dealers, which 


is extended only at the suggestion of a company 
salesman or a direct request from the dealer. “We 
do not believe,” says George L. Roberts, manager 
of advertising service, “in sending out material of 
this nature that runs into high figures to all of our 
accounts, and we believe our present method of dis- 
tributing display ‘helps’ has minimized as much as 
possible the waste that material of this character js 
sometimes subjected to.” 

W. J. O’Keefe, of the “X” Laboratories, New 
York City, advises that window display contests 
form the big advertising feature of the “X” Labor- 
atories’ sales promotion campaign, and further 
states that dealers in the territories in which prizes 
were awarded last year increased their business 
from 200 to 300 per cent. Two thousand dollars 
are awarded annually for prize displays and the 
company supplies all of the decorative material or 
display “helps” needed for effective showings. This 
material is distributed by the jobbers of the various 
territories and only on the request of the merchant 
or displayman contemplating its use. 

James J. Donnelly, manager, Chi-Namel Sales 
Division, The Ohio Varnish Company, Cleveland, in 
a recent letter to this office writes most inter- 
estingly concerning the sales promotional work of 
his company. He says: 

“Display material, I have divided into two classi- 
fications, one of which I consider as general publi- 
city advertising and the other as educative, practi- 
cal advertising. In our field of household finishes 
display sheets in varied colors or cut-out easels in 
various kinds are attractive and lend life and color 
to the display window, but we have found that the 





Effective. Use of' Manufacturer's “Helps.” Display by Bert Smyser for S tone-Fisher Co., Tacoma, Wash. 
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average consumer is more interested in some prac- 
tical display of our product—such as a partly fin- 
ished surface, or surfaces showing the process of 
refinishing. 

“In a recent letter to our trade requesting them 
to order a certain practical window display if they 
would grant it space, we received over 800 orders in 
a single day. From past experience, had this dis- 
play been a cut-out or pretty card showing we 
would have received very few requests for it. The 
range of uniqueness in straight poster work is lim- 
ited to color schemes, whereas in practical display 
unlimited ingenuity may be employed in depicting 
the steps of the process. I am confining my opin- 
ions to the display of such products as we handle, 
and do not wish to be understood as directing them 
to general lines. 

“At the present time we are using a large, litho- 
graphed window display which is an electrical auto- 
maton, showing a number of different colored auto- 
mobiles passing down a road. It has_ received 
considerable favorable comment from the trade and 
has been a highly ‘productive means of placing this 
particular line before the consumer.” 

Introducing its new dealer co-operative service 
in a circular under the major caption “Making 
Profits Out of Your Windows,” the Devoe & 
Reynolds Co., Inc., New York, presents interesting 
statistics upon which the advisability of the service 
was agreed. Ina recent investigation to determine 
the form of advertising which had proved most ef- 
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Display of Hickok Belts by Carl W. Ahiroth for The Union Company, Columbus, Ohio 


fective for the dealer, approximately 1800 retail 
stores of all kinds were covered; 85 per cent of 
the dealers interviewed stated that efficient use of 
window displays in conjunction with manufacturer’s 
national advertising had increased their sales all 
the way from 25 to 200 per cent and was, in their 
estimation, the most valuable method of merchan- 
dising. 

Upon the result of this investigation the Devoe 
& Reynolds Co., Inc., Window Display Service was 
founded, designated to do the following things: 
(1) Help the dealer to appropriately and compell- 
ingly display Devoe & Reynolds merchandise; (2) 
to bring people who are already half sold by na- 
tional advertising into the dealer’s store; (3) to 
bring immediate sales results; (4) to call attention 
to articles you might not have room to effectively 
display; (5) to suggest to passers-by what to 
purchase. 





FRED TRACY INTRODUCES DISPLAY 
SERVICE TO HARDWARE MEN 
The Window Advertising Service Co., Grand Rapids, 
Mich., directed by Fred Tracy, introduced the extensive dis- 
play service facilities of the organization at the 29th annual 
Hardware Exhibit, held at Grand Rapids, February 5th to 
9th. The booth space of this progressive service presented 
complete display units and essentials for effective hardware 
displays together with educational material designed for 
the purpose of more clearly demonstrating the value and 
possibilities in effective hardware displays. 
The exhibit .of the Window Advertising Service was 
complete in every detail and conceded as one of the most 
attractive and instructive of the exposition. 
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Advertising Value of Booth Displays 


Manufacturers who have tried this form of sales publicity sold on its 
value — Creates desirable manufacturer-consumer personal contact 


By W. A. FERGUSON 
Display Director and Artist, Portland Flouring Mills Co. 


i — UFACTURERS, dealers, of every size and 
Yi in all parts of the country, have used display 
en space at local and county fairs to good advan- 
tage during the past five years. Those who have tried 
it once are usually “sold” on the proposition. While 
it is a difficult and almost impossible task to check up 
direct results from this type of display, yet the results 
must speak for themselves, for each year at the fairs 
‘the old reliables and many new ones are on the job, 
doubling their efforts to put on a good show. 

The principal benefit of a booth is the opportunity 
for the manufacturer to reach the consumer direct. 
In the booths mentioned in this writing we find the 
milling industry in line. There is always some part 
of the milling process, or the quality of the wheat used, 
or the manner in which it is cleansed, which can be 
made to sound very impressive. The simplest facts 
make the best impression, and it is well to have some- 
one in the booth who is well posted and can tell the 
story simply, quickly and well. 

Without it, a booth lacks “that something,” that 
which makes the first impression predominate, and 
that first impression is the one that counts How often 
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on meeting someone for the first time we get a first 
impression that just seems to linger with us, no matter 
how long we know that person. We get that impres- 
sion by the general expression of the person’s face, his 
speech, or manner of dress, or through some other 
distinctive point of personality, 

Where there is no personality, the booth must be 
outstanding, it must attract, and at the same time hold 
attention; and the best exhibit, of course, is the com- 
bination of the two, where the novelty or artistic qual- 
ity of the booth attracts the crowd and the personality 
of the exhibitor holds it long enough for the message 
he has to give to be delivered and make its permanent 
impression. 

The booth photos shown here are not used as ex- 
amples, by any means—just the efforts of the display 
departments of these two leading mills, Sperry Flour 
Co., and the Portland Flour Mills Co., manufacturers 
of the well known trade-marked brands of flour, feeds 
and cereals—Sperry’s “In Every Home” and Olympic 
“Foremost In the Field.” 

The majority of women are influenced by demon- 
stration to a great degree. Their lives are restricted 





Booth Display by W. A. Ferguson, Displayman and Artist for Portland Flouring Mills Co., Portland, Ore. 
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Interior Display of Twentieth Century Grocery, Portland, Oregan, by W. A. Ferguson 


more than men’s, and trying out new things in the 
kitchen satisfies the mild desire for adventure which 
animates most of them. When they see one woman 
get excellent results from a certain brand of flour, they 
respond as to a challenge. 

The women in charge of a cooking demonstration 
must not only know how to cook, but must have that 
happy faculty of approaching the other woman in a 
friendly, yet dignified way. In mother’s time, every 
household had its baking day, but times have changed 
somewhat. Nowadays the average housewife relies to 
a great extent on the bake-shop for bread, pastries and 
cakes. However, there are countless wives who would 
gladly revive memories and stimulate appetites with 
the wholesome home-made loaf. They would just like 
to add this fine old accomplishment to their abilities. 


At our demonstrations, in no instance is the house- 
wife asked to buy, but is shown by actual demonstra- 
tion the results that bring satisfaction and delight to 
those women who are truly interested in the “Art of 
Better Baking,” by using Sperry Drifted Snow Flour 
or Olympic Flour. The first illustration presents one 
of our demonstration display booths. 

“Making the vacant spaces tell the story” is the 
subject of the second illustration, and shows how the 
wall space is utilized to advantage in the Twentieth 
Century Chain Stores, one of the largest. grocery retail 
organizations in Oregon. It affords a clear evidence 
of the possibilities in making display helps, in the form 
of posters, work for the material benefit of the dealer. 
The posters used in this display were hand painted and, 
as will be noted, decisively effective. 


<0 00 


COURSES IN DISPLAY AND AD WRITING 
NEW FEATURE 

A course on window display has been added to the 
curriculum of the night classes at the New York Univer- 
sity School of Retailing, and will be under the direction 
of C. Hayes Sprage, B. C. S., assistant professor on mar- 
keting. A course in retail copy writing has also been added 
and will be in charge of Frank A. Browne, of the advertis- 
ing department of Gimbel Bros., New York. 





WINNERS IN FREEPORT CONTEST 
Stukenberg & Borches were winners in the dry goods 
division of a display contest recently conducted by the 
merchants of Freeport, Ill., with other awards going to 


The Blue Bird Confectionery Store, and The Hermsmeier 


Bros. 


VOILAND PRAISES WINDOW DISPLAY IN 
TALK TO MERCHANTS 


Addressing the merchants of Columbia, S. C., Fred 
Voiland, Topeka, Kans., and president of the National 
Association of Retail Clothiers, laid particular stress on 
the advisability of linking most intimately the show win- 
dow display and the newspaper advertisement and stated 
that window display co-operation is necessary for maxi- 
mum sales efficiency. 

Mr. Voiland, himself a merchant for thirty years has 
studied the various media of sales with a keen appreciation 
of results, and, says Mr. Voiland, “the show window is the 
most powerful sales stimulator in the retail store, but for 
greatest results must have the co-operation of the adver- 
tising department, and in turn give the advertising depart- 
ment its maximum capacity of assistance.” 
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PRIZES AWARDED IN HEMCO NATIONAL 
DISPLAY CONTEST 


Prize winners in the Hemco window display contest 
have been announced as follows: 

First prize, White Electric Co., Berkley, Cal., display 
arranged by W. S. Veaco; second prize, Appel-Higtey Co., 
Dubuque, Ia., display manager, H. S. Hecklesmiller; third 
prize, Wisconsin-Minnesota Light & Power Co., displayman, 
R. S. Rodenhuis; fourth prize, Kohler Hardware Co., Read- 
ing, Ohio, display manager, F. A. Corsmeir. 

Commenting on the result of this national display con- 


~ test George Richards & Co., Chicago, manufacturers of 


Hemco products pays an enthusiastic tribute to the tre- 
mendous selling power of the show window, and submits 
excerpts from dealers throughout the country, each prais- 
ing the national contest and disclosing specific sales results 
attributable to window displays. Window displays will 
have a major position in the sales promotion campaign of 
George Richards & Co., in 1923. 





FAIRBANKS CO., PULLS NEW ONE 
THAT GETS ATTENTION 


“Gold” and “Dust,” two little negros, hailing from Chi- 
cago, and the only Gold Dust Twins in existence, according 
to the Fairbanks Company, arrived in Dallas, Tex., a few 
days ago with four carloads of soaps and powers man- 
ufactured by the Fairbanks Company. 

Dressed in the well-known Gold Dust Twin costume of 
black and red, the two youngsters, 8 years old, spent sev- 
eral afternoons in the show windows of Sanger Bros. The 
windows were decorated with large lithographed pieces 
produced by the manufacturer and with great stacks of 
soap and washing power formed a setting for the antics 
of the “twins.” 





GLADFELTER WINS CASH PRIZE IN BRADLEY 
KNIT WEAR CONTEST 


G. Gladfelter, display manager for Voiland Engel Cloth- 
ing Co., Topeka, Kans., won first award, $15.00, in the 
special contest for the best display of Bradley knit wear 
during the convention of the Kansas Association of Dis- 
playmen, held at Topeka, January 15 and 16. The prize 
was offered by the Bradley Knitting Mills. 





HUNTING DISPLAY WINS FOR FARR BROS. 


Farr Brothers, Aneida, N. Y., have been notified of their 
success in the window display contest recently conducted 
by the Remington Arms Company. 





CALLS ATTENTION TO SALES VALUE 
OF DEALER DISPLAY “HELPS” 


The Van Raalte Company, in its advertising to dealers 
calls particular attention to its dealer helps designed to 
increase sales. The following announcement appears in its 
present newspaper and special advertising: 


Silk accessories for women are always in tremendous 
demand. 

Our advertising department is offering unusually attrac- 
tive signs and displays to Van Raalte dealers for window 


trim and counter use. Electros and mats, attention-getting 
illustrations for silk stocking, underwear, silk and suede 
fabric gloves, and veils, will be forwarded upon request. 

We have received hundreds of letters from dealers, large 
and small, from every section of the country, telling us 
that linking up their newspaper advertising more closely 
with their window displays has produced noteworthy re- 
sults—VAN RAALTE. 





EXTENSIVE ADVERTISING CAMPAIGN INCLUDES 
WINDOW DISPLAY SERVICE 


More than fifty publications are being employed in the 
1923 national advertising campaign of the American Stove 
Co., St. Louis, and in all of the annoucements particular 
attention is called to the service at the disposal of every 
dealer representative. This service includes window dis- 
plays, movie slides, booklets, outdoor banners, electrotypes 
and newspaper ad service. 





DENVER AUTO FIRM WINS IN 
CHEVROLET DISPLAY CONTEST 


The General Motor and Supply Company, 1242 Broad- 
way, Denver, Colo., has been awarded first prize in the 
window display contest conducted by the Chevrolet Com- 
pany. Dealers in Chevrolet cars in every section of the 
country entered the competition and more than one thou- 
sand displays were installed. 





THE DISPLAY SYSTEM OF THE REGAL 
SHOE COMPANY 


The Regal Shoe Company, operating its own stores in 
hundreds of cities in the United States, Canada and Eng- 
land maintains under contract the services of an inde- 
pendent display specialist and artist, whose duty it is to 
plan and construct decorative settings for all Regal 
displays. 

The present contract is operating under the direction 
of J. Clarence Bodine for many years director of the 
well-known decorating house, Bodine-Spanjer Co., and 
now in New York where he has extensive display con- 
nections with national advertisers and producers of New 
York theatrical productions. 

The Regal display plan as originated and operated by 
Mr. Bodine, ca!ls for uniform displays in all of the Regal 
stores, these displays also being installed and taken out 
on specified dates. The uniformity of the plan is perhaps 
its greatest strength, though none can deny the mastery 
of Bodine artistic skill. There is a certain psychological 
effect in display unity and uniformity and one that has a 
decided tendency to create a closer friendliness between 
prospective buyer and the store. 


Since the inauguration of the present Regal system 
it is not uncommon to hear salesmen remark concerning 
Regal window displays, and we heard a traveling man 
recently say that whenever he sees a Regal Store he seems 
to be nearer home and having felt the force of Regal 
psychology has grown quite friendly to that organization, 
and, in fact, has purchased shoes on the strength of that 
certain little home-like feeling experienced through the 
frequent presentations of displays “just like the one in my 
home town.” 
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The Honor Roll of Display Specialists 





The DISPLAY WORLD, after a thorough investigation of the quality, service and business 
policies of the following Display Service organizations lists them here and recommends them 
to manufacturers, advertising agencies and merchants interested in distinctive display service. 








GEORGE A. SMITH 
1737 Broadway, New York City 


Complete Display Campaigns for National Advertisers 
—Local Display Service—Advisory Service to Manu- 
facturers and Advertising Agencies 


Manager, George A. Smith 


J. D. WILLIAMS DISPLAY SERVICE 
Auditorium Building, Chicago 


Advisor in National Campaigns—Local Display Service 
—Complete Service for National Advertiser 


Manager, J. D. Williams 








WINDOW DISPLAY SERVICE CORP. 
6 West 26th St., New York City 


Local and National Display Service—Designing and 
Display Essentials Incorporated in Service 


Manager, John Beyer 





CARSON & PATRICK 
212 Losoya St., San Antonio, Tex. 


Specialists in Local and National Displays—Locations 
for National Displays Provided — Complete Display 
Essentials Furnished 


Manager, Vern L. Carson 





UNDERWOOD DISPLAY SERVICE 
1905 Franklin Ave., Toledo, Ohio 
Local and National Window Display Service in Toledo 
and Vicinity—Specializing in Cigars, Drugs and 
Grocery Displays—Sign and Show Card Service 
Manager, H. L. Underwood 





THE WINDOW DISPLAY SERVICE 
1419 Emerson Ave., Salt Lake City, Utah 
Designers of National Display Campaigns—Local Dis- 
play Representatives for National Advertisers—Show 
Cards, Department for American Display of Foreign 
Made Products. 


Manager, N. W. Reynolds 


WINDOW DISPLAY SERVICE ASSOCIATION 
504 Liberty Ave., Pittsburgh, Pa. 

Creators of Displays for Local Merchants—Repre- 
sentatives for National Advertisers in Pittsburgh and 
Vicinity—Advisors in Display and Advertising 
Manager, Harry C. Cohen 








CARL A. SEMSCH 
213 Rivoli Bldg., LaCrosse, Wisconsin 
Local and National Displays—Convention, Jubilee, Hall 
Decorations—Show Cards, Backgrounds, Screens, 
‘ Floorings. 


Manager, Carl A. Semsch 








BLYSTONE STUDIOS 
229 S. Adams St., Peoria, Ill. 
Expert Counsellors in Store Designing, Construction, 
Equipment, Lighting. Makers of Screens, Panels, 
Backgrounds and Show Cards 


Manager, R. L. Blystone 





HALPERN DISPLAY SERVICE 
2342 Ryer Ave., New York City 
Specialize in Local Display Service in Cloaks, Suits, 
Waists, Corsets, Lingerie, Millinery and Shoes—Ad- 
visors in National Campaigns 
Manager, Charles H. Halpern 





S. FISHER CO. 
40 No. Wells St., Chicago 
Plan and Install in Chicago and Vicinity Displays of 
Nationally Advertised Products—Local Service 
Manager, 5. Fisher 


PEP WINDOW DISPLAY & SHOW CARD SERVICE 
526 Calhoun St., Fort Wayne, Ind. 
Local Displays and Producers of National Displays in 
Fort Wayne and Vicinity—Show Cards 
Manager, F. G. Piepenbrink 


NATIONAL WINDOW DECORATING CO. 
1233 Arch St., Philadelphia 
Producers and Directors of National Window Displays 
Covering Cities of Philadelphia, Washington, Atlantic 
City, Camden, Trenton, and Reading and Lancaster, Pa. 


Manager, K. S. Wolff 











THE BELLRINGER COMPANY 
18 West 34th St., New York City 
A National Service in Window Display and Selling 
Campaigns—Complete Campaigns Arranged and In- 
stallations of Displays Made in Any City 


Manager, H. Bellringer 





WINDOW DISPLAY ADVERTISING SERVICE CO. 
McMullen Bldg., Grand Rapids, Mich. 
Window Display Advertising for National Advertiser 
and Retail Merchant—Complete Display Campaigns 
Created—Installations Made in Grand Rapids and 
vicinity 
Manager, Fred Tracy 


G. T. WHITE CO. 
1812 Chestnut St., St. Louis, Mo. 

Display Service for National Advertisers and Retail 
Stores—Complete Display Campaigns—Show Cards— 
Posters, Fixtures and Decorations 
Manager, G. T. White 








HOLMES DISPLAY SERVICE 
1142 West North St., Lima, Ohio 
Local Display Service—Displays Arranged for Manu- 
facturers of Nationally Advertised Cigars, Drugs, Sun- 
dries, Groceries and Food Products 


Manager, Chas. O. Holmes 








J. P. WISSINK CO. 
Sheboygan, Wisconsin 
Local and National Show Card and Designing Service 
—Detail Sketches for Display Settings—Trade-Mark 
Designing 
Manager, J.P. Wissink 





ACCOMPLISHMENT IN THE RENDERING OF DISPLAY SERVICE JS THE NECESSARY QUALIFICATION 


FOR REPRESENTATION ON THE DISPLAY WORLD’S HONOR ROLL OF DISPLAY SPECIALISTS 
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Making Customers Out of Passersby 


Effectiveness of any display depends upon the attention-getting value 











of it—Must be well illuminated if perfection is to result 


By N. W. TOWNSEND 
Efficiency Engineer, National Lamp Works, Cleveland 


SE; HE real purpose of a show window is to create 
SaaS | : ‘ . 

mm a desire to purchase. The retail store window 
has tremendous possibilities for helping the 





them in to buy. It is an extraordinary advertising 
medium in that it furnishes the advertising right on 


the street, and without glare from exposed lamps. The 
latter point is especially important, for when a show 
window is lighted by suspending bare lamps just above 
the goods so that the lamps are directly in the range of 
vision, it is impossible to obtain a clear view of the 
display regardless of the intensity used. And if at 


the spot where the goods them- 
~ selves are for sale. The show 
window creates interest and de- 
sire by displaying objects which, 
when seen by an observer, are 
desired at once, or, by creating 
in the observer a desire to in- 
spect further the store of which 
the show window is a part. The 
degree to which attention, inter- 
est and desire are created de- 
pends not only upon the display 
itself, but upon the manner in 
which it is illuminated. All show 
windows should, of course, be 
artificially illuminated at night, 


and many stores find it quite profitable to use electric 
light in their windows during the daytime as well. 
There should be enough light so that the windows 
are not dim by comparison with those adjacent. The 
test of a good window lighting installation is efficient 
distribution of light upon the display without loss upon 


In his previous article Mr. Town- 
send has brought up for discussion 
problems that for years have been 
bugaboos to thousands of merchants 
—and he has provided the solution 
of them. This month he writes on 
“show window lighting and its im- 
portance in sales creation.” Mer- 


chant and displayman will benefit 
through Mr. Townsend’s interesting 


and instructive articles, who writes 
from the experience of many years 
as authority in the field of store and 


window illumination. 


all brilliant it will very likely 
cause the observer to look away 
from the window rather than 
toward it. 

It is best to have the lighting 
designed so as to conceal the light 
sources from the vision of the 
observers on the street, and in 
the store to so shield and place 
them that there is no direct re- 
flection from the polished wood 
or glass background of the win- 
dow. The usual and an excel- 
lent method ‘of concealing the 
lamps and reflectors is by a cur- 
tain or painted glass valance. 


The common types of window lighting reflectors 
are made of either prismatic or mirrored glass which 
efficiently directs the light upon the display. These are 
available in several shapes to provide correct illumina- 
tion for either deep or shallow windows. Care should 
be taken to choose that particular type of reflector 











Effective Clothing Grouping by S. W. Englund for Simon & Landauer, Davenport, Ia. 
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which will most effectively distribute the light accord- 
ing to the window proportions. There are several win- 
dow reflectors on the market which are adapted to the 
use of color screens or color caps so that colored light- 
ing can readily be introduced into a display. 

In locating the light outlets the usual practice is to 
place them at regular intervals along the window front 
and sides where the windows are deep. In practice, 
the spacing usually falls within the range of 12 to 36 
inches, with a spacing of between 18 and 24 inches, 
most general. Outlets should be available for the use 
of a spotlight or floodlight projector where desired. 
When once the outlets are installed, the illumination 
can be varied at will by manipulating the size of lamp 
used, or by arranging the lamps on two or more circuits 
so that alternate lamps may be turned on or off. It is 
recommended that 100-watt or 150-watt Mazda lamps 
be used for show window lighting in most cases, where 
there are no brilliantly lighted windows to compete 
with. 

In many small stores, in whose immediate neigh- 
borhood there are no especially well lighted windows, 
lighting units of the same type as used throughout the 
store will satisfactorily light the window. Though less 
efficient than standard window reflectors, this method 
is suitable where open backed windows are common, 
since the light from the window units contributes to the 
general lighting of the store. The light source should 
be hidden from view from the street by either a curtain 
or a painted sign panel around the top of the window. 
Following are four different suggestions concerning 
different classes of display. window installations and the 
efficiency of each: 


Study in Figure Posing. Display by Carl W. Ahlroth for The Union Co., Columbus, Ohio 


Excellent Window Illumination—Window reflect- 
ors spaced 12 inches apart along front and side of deep 
window. A choice of 75, 100, or 150-watt Mazda C 
or Mazda daylight lamps allows a variation in window 
illumination for any particular location or type of dis- 
play. 

Good Window Ililumination—Window reflectors 
spaced 18 inches apart along front and side of deep 
window. Again, the use of lamps of different sizes 
allows a variation in the resulting illumination. How- 
ever, with this spacing and usual equipment, the maxi- 
mum illumination will be only about two-thirds the 
maximum obtainable with the 12-inch spacing. 

Fair Window Illumination—Window reflectors 
spaced 24 inches apart using 100-watt or 150-watt 
Mazda C or Mazda daylight lamps will furnish fairly 
good illumination suitable for the usual classes of 
small stores. 

The importance of having well lighted display win- 
dows is becoming recognized more and more. A test 
to determine the effect of varying degrees of window 
illumination on the attracting power of display win- 
dows was recently made in a downtown store in a well- 
lighted district. When the illumination was increased 
from 15 to 40 foot-candles, 24 per cent more people 
stopped to look at the display. When the illumination 
was increased to 100 foot-cadles, a still further increase 
of 18 per cent was noted in the number of persons 
attracted to the display. Since it has been demonstrated 
that higher illumination increases the attracting power 
of shown windows, it will be well for every retailer to 
give consideration to his windows with this point in 
mind. It is an important merchandising essential. 
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Testing the Ability of Displayman 


Price of little avail in moving merchandise if display does not disclose 
points of sales appeal which include attractiveness, quality and style 


By E. H. LEAKER 
Display Manager, The Hub, Chicago 


O sale windows indicate a relaxation on the 
YES artistic and original motives of the modern 
hese Y displayman? I think not, and feel quite 
positive of general seconding when I say that the 
so-called sale windows of today are equally impor- 
tant with regular displays and frequently test more 


It will be granted that at sale time there are 
always odds and ends with which the accomplish- 
ment of striking or effective showings is difficult of 
accomplishment, but this is but one of the conten- 
tions characteristic of the event. This fact must 
have the analysis of the displayman; he must create 


severely the creative ability 
and selling sense of the display- 
man. 

And, this assertion, I be- 
lieve, is distinctly sound when 
one considers the requirements 
of the sale display which calls 
for the ability to make the 
merchandise on display stand 
out in all the beauty and sales 
appeal that features the mer- 
chandise in another window 
the value of which is twice as 
much as that asked in the first 
case. This must be accom- 
plished in spite of the news- 


Putting in a “sale window” is ser- 
ious business. It draws on the real 
ability, skill and engenuity of the 
displayman and successful showings 
of sale merchandise are those evi- 
dencing the same amount of diligent 
thought and expert execution as 
manifested in some opening display. 
E. H. Leaker, a leader in the pro- 
fession, owes, perhaps, much of his 
prestige and success to his serious 
consideration of details and his 
policy of putting 100 per cent dis- 
play efficiency into so-called “sale 
displays.” Mr. Leaker tells how. 


the proper setting or environ- 
ment which can employ these 
sometimes “nondescript” 
pieces in such manner as to 
create demand for them. It is 
the constant duty of the display- 
man to initiate and present ideas 
that sell merchandise, and since 
every merchant has goods to sell 
(and some sale goods) it is the 
display manager’s duty to help 
him sell them. 

Having found “sales win- 
dows” frequently more difficult 
of successful accomplishment 
than others I take as much pride 


paper copy, showcards, price tickets and streamers 
invariably employed in merchandise sales. The ten- 
dency to lessen the effectiveness of the merchandise 
occasioned by sales cards, tickets, etc., must be 
overcome—also that psychological something that 
has a tendency to create suspicion among some 


in them and their results as I do in any series of regular 
showings and strive for the same degree of effectiveness 
in attractiveness and selling power as in the seasonal 
showings. Granting that displays are a trifle 
stockier opening displays do not get more serious 
consideration in the matter of arrangement, signs, 


buyers concerning all sales. 





merchandise, color or fabric. 


A “Sale Display’ Arranged by E. H. Leaker for The Hub, Chicago, Illinois 
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Then also, is it a policy in my department to 
use artificial flowers and foliage more sparingly at 
sale time, though I consider flowers and decorative 
backgrounds indespensible on openings and regular 
seasons. The very nature of the showing demands 
that merchandise at this particular time should 
maintain but simple decorative embellishment and 
that most appropriately employed. 

Another point of importance may be suggested 
in the advice that in sales displays of men’s wear, 
bright silks and decorative ornaments be avoided 
since, regardless of the occasion or season, men’s 
wear displays feature clothing and essentials for 
men and should be presented in an atmosphere that 
is strictly masculine, and then again, men’s wear 
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A “Sale Display” of Suits and Overcoats by E. H. Leaker, for The Hub, Chicago 









displays are generally accepted as more on the 
nature of merchandise showings than displays of 
other merchandise, and as such demand greatest 
attention to the merchandise first, then appropriate 
consideration of suitable embellishment. 
Reproduced here are a series of displays ar- 
ranged during January. There are sale displays 
and the results broke all previous records resulting 
from the event which for years has been featured 
as our great post-holiday attraction. Note the evi- 
dent attention devoted to arrangement and handling 
of merchandise, not overlooking the prominence de- 
voted to showcards and price tickets. These show- 
ings were strongly supported by newspaper adver- 
tising, and appropriate signs in the store interior. 


<0 0 


DISPLAYMEN’S CONVENTION DATES CHANGED 
—MEETING JUNE 18-21 

As predicted in a previous issue the 26th annual con- 
vention of the International Association of Displaymen, 
originally scheduled for Cleveland, June 11, 12, 13 and 
14 has been moved back one week and will be held on 
June 18, 19, 20 and 21. 

This change was deemed advisable by the executive 
committee in view of the fact that The Grotto, a branch 
of the Masonic order will meet in Cleveland during the 
week of June 11, and with their contemplated great attend- 
ance would in great measure demand a major portion of 
the city’s convention facilities. 





NEW OFFICERS ELECTED BY CHICAGO 
DISPLAYMEN’S CLUB 
At the January meeting of the Chicago Displaymen’s 
Club, held in its headquarters at the Atlantic hotel officers 
were elected and educational program enjoyed. Newly 
elected officials are: 


President, William A. McCormack, display manager, 
The Boston Store; vice president, E. H. Leaker, display 
manager, The Hub; treasurer, A. Bergman, display man- 
ager Rothschild & Co., secretary, S. Fisher, Fisher Dis- 
play Service. The board of directors consists of A. H. 
Kagey, display manager for Mandel Bros., and first presi- 
dent of the Chicago local; Harry C. Davis, display manager, 
M. L. Rothschild, and retiring treasurer, and Howard C. 
Oehler, display manager, W. A. Weiboldt & Co., and sec- 
retary during the past year. 





GOLF SCHOOL OPENED AT 
THE FAIR, CHICAGO 


The Fair, Chicago, has opened a golf school on the 
second floor of its big State Street building. Advertise- 
ments on the sport pages of the local daily papers and 
golf displays with announcement cards spread the news to 
Chicago and vicinity golf enthusiasts. Willie Hunter, golf 
expert will be in charge of the new school. 
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Special Window Display Furniture 


Possibilities through its use unlimited, but unless it be true in princi- 
ples and design, color and quality workmanship it should not be 
employed—A few suggestions from leading designer 


JESS has been said or written on the subject 
of the employment of special furniture in 
window displays than on any other phase 

of decoration and its accompanying essentials, yet 
there is, perhaps, an urgent need of suggestions on 
this important topic. 

Specially constructed furniture use is old of ap- 
plication but the classic employment of this method 
of display enhancement is by no means common. 
In fact, the effective possibilities in its use are only 
in evidence where master hands have fashioned 
and ingenius skill has arranged it. To Arthur V. 
Fraser, the “daddy of them all,” goes the distinction 
of introducing the general application of specially 
designed and constructed window pieces and to the 
skill with which he has continuously injected it 
into his showings its popularity is attributable. 

However, in emulating or in the attempt to 
follow Fraser and others of the first rank, too many 
men have employed specially constructed furniture 
pieces to the decided detriment of the window and 
ridicule of the displayman. This has resulted 
through amatuerish designing and workmanship 
frequently resulting in spectacles that would make 
the Sphinx laugh, and it is just such introductions as 
these that manifest a need for a few suggestions 


concerning special window furniture and its em- 
ployment. 

Do not attempt the construction of any special 
piece unless your design is first worthy of your 
object, and if you consider the employment of per- 
iod influence first be sure of your subject. If your 
design is to be Janpanese in feeling don’t allow 
Gothic, Persian or Pompean or some other period 
to be represented, and above all, if you start out to 
make a design of Grecian, don’t, above all things at- 
tempt to improve upon the characteristics of this 
period through the application of some style re- 
sultant and truly characteristic of your own genius 
—if genius it be. Let it be one thing at a time or 
it will be better left undone. This policy is always 
wise and usually profitable. 

Period decorations are popular—are beautiful 
beyond comparison when truly interpreted, but un- 
real, beauty-lacking and mongrel-like when the 
truth is desecrated. A re- 
view of period settings at 
Field’s, at Mandel’s, at 
Jos. Horne’s, at Straw- 
bridge & Clothier’s, at 
Lord & Taylor’s, and a 
hundred other stores will 











The special display furniture designs 
presented here are the conceptions of 
Louis Kohtz, chief of the designing de- 
partment of the Bodine-Spanjer Co., of 
Chicago. The designer has a thorough 
knowledge of display work and window 


problems and nationally recognized as 
authority on these tmportant subjects. 
The suggestions submitted here are ex- 
cellently adaptable to department, ready- 
to-wear and specialty stores. 








ts em- 


special 
f your 
»f per- 
f your 
allow 
period 
out to 
igs at- 
f this 
le re- 
yenius 
me or 
lways 


utiful 
it un- 
1 the 





THE DISPLAY WORLD | 25 


register the true artistic interpretation 
of the period and never will be noted 
the artist’s attempt to improve on the 
original influence. The real artist rec- 
ognizes real beauty and appreciates 
the realms of it. 

It must not be assumed that special 
display furniture must evidence the in- 
fluence of any period since the field 
and inspirations of design are vast and 
in fact without end. However, per- 
fection of design is in all cases neces- 
sary and also must the workmanship 
evidence the quality of skilled artistry. 

On these pages are reproduced a 
series of special display furniture de- 
signs, the creations of Louis Kohtz, 
chief of the designing department of 
The Bodine-Spanjer Company, Chi- 
































cago. This artist has incorporated the 
































principles best suited to furniture for 
display purposes and the pieces pre- 

















sented are in every detail excellently 
adapted to the display window. Mr. 
Kohtz also offers a suggestion for decorative door 
treatment which is characteristic of the artist’s know- 
ledge of window decoration and a most practicable con- 
ception. 

While there can be no doubt concerning the 
practical advantages through the employment of 




















Decorative Table by Louis Kohtz, Chicago 


specially designed window furniture one must keep 
ever in mind the insistence of art concerning its 
principles. The result of thought and energy, 
however delicate of form cannot be art if the 
fundamentals are violated, disregarded. So, in the 
making of display plans give sufficient thought to 
these few principles. If you must employ special 
furniture make sure that your designs are true, then 
see that the design is transformed into a finished 
product equally perfect. 





BATES ADDRESSES FEATURE SESSION 
OF MERCHANTS’ CONVENTION 

Ells. ith H. Bates, display manager for C. W. Klemm, 
Inc., Bloomington, IIl., addressed the members of the Inter- 
state Merchants’ Council convention at Hotel LaSallie, 
Chicago, on February 7. 

This artist, who single-handed, brought the grand prize 
to Bloomington during the last convention of displaymen 
has found time to step out of his department in the desire 
to actively engage himself in the work of helping others. 
In addition to his display classes at the Bloomington 
Y. M. C. A., Mr. Bates, whenever possible lends his assis- 
tance to other city display locals, being at.all times willing 
and anxious to assist others. Mr. Bates is one of the few 
men of the profession who possesses the Championship 
medal, the highest award within the power of the inter- 
national association. 





DISABLED VETERANS IN DISPLAY 
DEPARTMENT MAKE GOOD 


In the display department of R. P. Lebknecker,Fahien- 
Tehan Co., Springfield, Ohio, are two ex-service men, dis- 
abled veterans, placed under the direction of Mr. Leb- 
knecker in order that they may develop skill in an art of 
which they knew nothing. Unable to return to trade and 
profession which were theirs before they answered the call 
of Uncle Sam these men, Robert Bishop and Louis Gang- 
wolf, are now making good as displaymen. 

According to the display manager, Mr. Lebknecker, so 
rapidly have these men grasped the essentials of display, 
and so minutely perfect is every detail of their work, that 
it will be but a short time before they wil! be in a position 
to take over a display department. Recent press notices 
commended the development of Mr. Bishop and Mr. Gang- 


“wolf and paid a glowing tribute to the skill of their in- 


structor. 





Ed. Usoskin, well known window advertising specialist 
of New York City, has joined the sales staff of Einson- 
Freeman. 
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Some Spring Display Embellishments 


Manufacturers of window decorations present myriad suggestions for 





Spring displays—Displayman’s demand for truly artistic embellish- 
ments evidenced in latest creations—A Few Popular Numbers 


(| HE usual amount of distinctive display em- 
fejg bellishments were introduced by manufac- 
| turers of display essentials and decorations for 
the spring season with particularly novel and distinc- 
tive numbers coming, as in past seasons, from the de- 
signing departments of the leading artificial flower 
houses and makers of backgrounds, screens and panels. 

A review of the introductions for spring display 
embellishments indicates the unmistakable tendency of 
- manufacturers to inject more and more those essentials 


vip hg 














Art Placque for Spring 


characteristic of the better class decorations. This 
progress we are inclined to believe, has resulted in 
part from the interest being manifested by the store 
owner and store executives in the display window. 
Merchants who do evidence the proper interest in the 
show windows invariably favor a character treatment 
of those windows and are enough of the business man 
to know that quality is as powerful in one application 
as it is in another. Just as quality is the major essen- 
tial in the business of merchandising—selling it, just 
so is it the most powerful factor in window display. 
The quality of the showing determines the degree to 
which interest is created. And, in keeping with the 
trend, manufacturers of display decorations have given 
to the profession an unequalled selection of embellish- 
ments of the better class, and include artificial flowers, 
set pieces, decorative backs, screens, panels, etc. Creat- 
ing much interest are the beautiful imported silk pillows 
and cushions prominently featured in the line of the 
country’s best known makers of backgrounds, applique 
drapes, etc. 

The fancied black of a season ago, then applied 


most generally to the foliage is attracting considerable 
favorable attention, but this time in background cover- 
ings, in panels and in window rugs. Working in beauti- 
ful harmony with black we find a quite general use of 
the tones of lavender—a striking combination of many 
possibilities. 

Art lamps, placques, screens have their many ad- 
mirers and no line of decorations is complete without 
them—in fact these items have been prominently feat- 
ured in all spring showings we have been privileged to 
see. Applique back-drapes so popular last fall are in 
even greater favor this season and some truly remark- 
able decorative features are presented through its use: 
Wood scroll and grill work offers classic means of 
decoration and manufacturers equipped to produce this 
work are finding it to be the most enthusiastically re- 
ceived presentation in their lines. 


The placque illustrated here is typical of the quality 
pieces of this nature that are attracting much attention. 
It is made of three-ply veneer scroll, polychromed in 
blues, green, and russet, backed with violet felt and 
framed in dull gold, polychromed. <A _ polychromed 
vase, in half relief holds a gorgeous spray of dull blue 
foliage and brilliant red flowers. Gold silk cord and 
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Beautiful Apple Blossom Tree 


wooden tassels complete this high grade unit, made to 
retail at forty dollars. It is 25x24 inches. 

Every manufacturer of artificial flowers includes 
an apple blossom tree in the spring line, and one of 
the better class is illustrated here. It is eight feet high 
with a spread of six feet; the trunk and branches are 
gold polychrome with foliage in deep natural green 
while flowers or blossoms are white and some with 
shading from a delicate pink to deep pink. 
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PMOTO BY WORSINGER 


Displaying Summer Millinery in Southern Atmosphere at Gimbel Bros., N.Y. Display by Andrew Hopkins 


GETTING 69 FEET OF DISPLAY SPACE ON 
20-FOOT FRONTAGE 


One of the distinctive points about Hansen & Elrick, 
haberdashers, San Francisco, which may be said to have 
given the firm a national reputation, making it different 
from all others, is the long continued originality and 
beauty of their window disp'ays. Hansen & Elrick was 


Wes 


Store Front of Hansen & Elrick 


the first store in the United States to have a double decked 
arcade window for displaying goods. This was a new and 
original idea of Hansen & Elrick, and may be said to have 
revolutionized all previous conceptions of the possibilities 
of window display, and as soon as this innovation was 
perceived, it was seen to constitute a new idea in community 
salesmanship and advertising. 

In this way was started some years ago, that wide- 
spread movement for brilliant window display, which has 
done so much to beautify our modern cities. By means 
of their novel arrangement, Hansen & Elrick, on a twenty- 
foot front were able to get sixty-nine feet of display space, 
which enabled them to quadruple their advertising capacity 
by the use of their windows. The returns obtained from 
this new move more than justified the expense beside giv- 
ing the store a unique and wide prestige. It was not long 
before Hansen & Elrick were deluged with correspondence 
from all over the United States asking for plans and speci- 
fications of this new double-decked arcade method of win- 
dow display. 

Another of the original ideas of Hansen & Elrich was 
the first use of the blue daylight Mazda lamps by having 
them frosted. The effect of the frosting is to soften the 
glare and to render the rays the nearest approach to per- 
fect daylight that has been attained by artificial means, 
Under this system of lighting the light brings out the true 
color values of all the goods displayed. 





Commenting on recent alterations at the Donohoe 
Building, Pittsburgh, the Pittsburgh Dispatch comments 
at length on the great improvement to the building and 
pays a tribute to the power of window display as an in- 
comparable selling factor. It sums up the discussion of 
window possibilities in the brief but powerful sentence: 
“The advertising value of display windows is tremendous.” 
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The Essentials of Correct Draping 


The fifth of a series of articles ordained to assist in the more general 
knowledge and practice of authentic draping principles 


By JEROME A. KOERBER 
Display Manager, Strawbridge-Clothier, Philadelphia 





SV] NE can not with any degree of completeness Fixures are finished in nickel, brass, oxidize, wood, 
SAY | cover the important subject of draping with- glass and composition, with popular favor divided in 
VMS out devoting ample space to and illustrating the classes of metal and wood. Gun metal and mahog- 

atiplicable display fixtures for the drape or drapes any seem particularly in favor, due, no doubt, to the 
under discussion. Another installment of this series fact that little difficulty and annoyance are caused 
will feature in illustrated detail this important topic, through tarnishing. For draping, however, I will un- 


qualifiedly advise wood and metal 
fixtures—those of the better grade 
because of their durability, beauty 
of line and general practicability. 

The old advice, so sound yet 
so commonly disregarded by 
merchants, that good fixtures im- 
prove any display and increase 
the sales possibilities of it, is ap- 
plicable when considering the 
purchase of draping essentials, 
perhaps with more force than 
any place else, and in this connec- 
tion I can offer no better means 
of going right on this important 
question than the advice which: 


but before proceeding to an anal- 
ysis of this month’s drape sug- 
gestions a few words concerning 
the selection of draping fixtures 
will, I am sure, be appropriate. 

Fixtures, their selection and 
employment, form a most essen- 
tial factor in the study and prac- 
tice of the art of draping. Great 
care should be exercised in the 
selection of them in order that 
the most practical, effective, and 
at the same time economical 
choices be made. 

I have always believed that 
fixtures should be made along 


In this article, Mr. Koerber, ac- 
knowledged leading authority on 
drapery and draping, discusses brief- 
ly the importance of appropriate 
fixtures in successful accomplish- 
ment of draping and introduces the 
suggestion of standardized fixtures, 
illustrating the advantages to be 
gained through simple attachments, 
easily adjusted. “Become acquaint- 
ed with the fixture makers” is 
another bit of Koerber advise and 
well grounded as will be noted in 
the article. A Koerber drape illus- 
trated and movements analyzed. 


standardized lines, so that the same fixture could be would lead you to deliberate, look around, and 
used with some other fitting attached to it. By this I be sure before placing the fixture order. Acquaint 
refer chiefly to the upright rod and thread which is on yourself with the leading fixture houses, the one best, 
top of the rod. For example, we will take an ordinary if such is possible, and put your problems to them, 
T-arm stand, which is indispensible, or a card-holder, should you be inclined to question your own judgment. 
or a millinery stand, since they all have their place in Service is the most burdened department of the modern 
the store. It would be to the advantage if all had one- manufacturing establishment since merchants have 
half inch center rod and a three-eighth inch thread, come to place their problems in the hands of experts 
thus making the mentioned fixtures subject maintained for and at the disposal of 




















to the employment of a variety of uses by = ea sealed them. Yet your interest in that depart- 
the simple process of changing or applying a ier it i La ment makes its continuance possible. Use 
different attachments. Of course, the size pn Oa! ace it to your decided advantage. 


The drape example illustrated on the 
first page of this article affords some ex- 
cellent points and may be employed ef- 
fectively and profitably. This drape is 
made on a flat board-top stand, with the 
top about four inches by twenty-four 
inches. To maintain its most effective 
potentialities in greatest char- 
acter and dignity the drape 
height should be five or six 
feet high, and never less than 
five feet. The drape is exe- 
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Effective Diab Over Flat Top Stand, Originated by Jerome A. Koerber, Philadelphia, Pa. 


of the rod, etc., depends on the height of g 43 
the fixtures—the larger the fixture, the ie se 
heavier the rod and the larger the thread 
and base. 

In selecting fixtures it is suggested that 
a certain quantity of sizes be purchased 
with extra fittings of the sizes 
which are most frequently used. In 
this way changes may be made im- 4 ! 
mediately by the simple pro- Renee 7 
cess of removing fittings mihi 
and attaching those needed , a Vl 
for the particular display. 
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DiAcKaM 1. 


Diagram Showing Complete Movements in Execution of Drape. By Jerome A. Koerber 
J - i 


cuted in the following manner: First, throw the ma- 
terial diagonally across the board, as shown on small 
diagram as A to B, drawing ends of the material 
(which falls down the back) out to the left and toward 
the front. Next take a point on selvedge marked B in 
diagram 1 and draw it up to point C, where it is pinned 
(See diagram 2). This procedure will make a series 
of festoons on the corner of the board. Then take the 
material back across the board diagonally to point D 
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FIGURES SHOW MERCHANDISE AT BEST 
ADVANTAGE AND. INCREASE SALES 


The use of full length figures to display silks has 
“dressed up” the silk department of the Scruggs-Vander- 
voort-Barney Store and has increased sales, according to 
a statement of one of the heads of the department. 

Since the store enlarged the silk department last fall, 
giving more attention to display, the figures have come 
into prominence. They now use few high shelves and 
counters, displaying most of the sliks on tables. The ad- 
vantage of this is to give the prospective customer a survey 
of the entire department upon entrance and to provide 
more attractive displays. 

Figures are used in every section of the department, 
showing the use to which silks can be put and offering 
suggestions as to new styles For example, one figure 
recently was dressed in an entire costume of the bor- 
dered bandana print, the advantages of the bordered mat- 
erial being shown by the display artist. Another figure 
illustrates the vogue for the combination of materials—a 
brocaded silk in black and gold being used for an over- 
blouse and a draped skirt of black Canton completing the 
costume, 





THE EMPORIUM FEATURING UNIQUE 
“CALENDAR SALE” 


Using the calendar for advertising purposes is the 
unique plan that The Emporium, women’s ready-to-wear 
shop in Des Moines, Ia., is fellowing with unusual success, 
it is said. The store is staging a February “calendar sale,” 
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Plan of 2nd Movement 
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as indicated on plan of second movement. From here 
drop down the back and carry the remainder of goods 
to the right to point E as indicated in diagram 2. Then 
arrange the folds and festoons neatly and puff the 
ends indicated as X and X. A spray of appropriately 
selected flowers is then added to obtain effective con- 
trast and to relieve the somewhat formal lines of the 
drape. This subject is especially well adapted for wse 
of figured silks and cotton goods. 


and announces that the bargains are growing “better and 
better day by day,” etc. 


A cut of the calendar for the month of February is 
published each day with x’s in the spaces for dates up 
to the date on which the advertisment appears. Then the 
dates are filled in regular order for the remainder of the 
month. 

For that particular day special offerings are listed as 
well as the offerings the next day. A different list appears 
every day, and because but single pieces of merchandise 
are described each day, the idea is good for a month 
easily. 

For example, on one day the store offered squirrel- 
trimmed suits, Copenhagen, size 36, value $50, at $11.95. 
Another bargain was a drape coat, caracul jacquette and 
bottom, Kolinsky dye opossum collar and cuffs, at $5. 
Then there were eight wool dresses, at $9.95; three eve- 
ning gowns, not soiled or shopworn, at $23.95, and so on. 

The calendar sale is termed a success, and the adver- 
tisements are being looked for daily, the store reports. 





Cc. H. HUGHES MERCHANDISE ANALYST FOR 
BURGESS-NASH COMPANY 


One of the first official acts of J. F. Daily, the new vice- 
president and general manager of Burgess-Nash Co., 
Omaha, was the appointment of C. H. Hughes as merchan- 
dise analyst. Mr. Hughes comes from The Fair, Chicago, 
where he had served more than 30. years in the successive 
capacities as assistant superintendent, office manager and 
manager of systems. 
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We commend the Metropolitan 


A Program — Pisplaymen’s Club’ on its construc- 
< acai, tive program of display development 
eri 


and append the thought that through 
this sert of educational work as characterizing the reg- 
ular meetings of the New York Club expansion of the 
profession with its resultant elevation of the displayman 
will result. 
The latest constructive campaign of the Metropol- 
itan Displaymen’s Club will result in the formation of 
a great and powerful association of eastern displaymen, 


and with a glowing example of club spirit and ac-' 


complishment to be learned from the New York Club 
the great eastern wing should become a tremendous 
factor in development of the general profession of 
mercantile display. 

The activities of the New York Club during the 
past few years together with the outstanding record 
of its thrice-elected president, Mr. J. J. Cronan, augurs 
for important Eastern representation on the next roster 
of international association officials, to be chosen at 
Cleveland in June. 





The DISPLAY WORLD takes 
J. D. Williams particular pride in the addition of 
to Write for = Mr. J. D. Williams, Chicago, to its 
Display World ; ; 
orps of special writers. Known 
wherever displays are recognized as sales adjuncts, and 
accepted by all as a foremost authority and writer on 
display problems, Mr. Williams’ affiliation with the 
editorial staff of The DISPLAY WORLD will be 
accepted with genuine appreciation by DISPLAY 
WORLD readers. 

Gifted to an unusual degree in the skill of the 
artist, writer and educator, the contributions of Mr. 
Williams will afford unlimited inspirations for display- 
man and merchant, and one of the regular features of 
his work will be a monthly review and interpretation 
of the classic display conceptions of Chicago’s State 
Street. 

In the constructive program of The DISPLAY 
WORLD, exerted in the interest of the displayman 


and his profession and industry, we have included the 
essential policy in which exclusive is supplanted by 
authoritative as a means of most effectively and per- 
fectly broadcasting the educational features that should 
be included in a publication issued in the interest of 
such an important purpose. 





On another page of this issue 
of The DISPLAY WORLD will be 
found an advertisement of the J. C. 
Penney Co. It requests the ser- 
vices of displaymen with the promise of a store man- 
ager’s position. This advertisement is significant, and 
it recalls and substantiates the influence of The 
DISPLAY WORLD as a factor in the development 
of the display profession and the advancement of the 
displayman. 

It is well to seriously consider the opportunities 
of displaymen and in doing so give thought to the 
probable advancement to be afforded through some 
phase of mercantile business other than display. Gen- 
erally, most displaymen have their eyes set on a mer- 
candise manager’s job or sales promotion post, but 
rarely de we find a displayman who has set as his 
goal—the directorate over the display department. 
Rather do they desire to employ the display manager’s 
department as a stepping stone to something better, to 
something that carries a more substantial salary. 

This matter is surely double-jointed insofar as it 
has more than one method of solution and since both 
attitudes may be right and both wrong-depending upon 
their application. 

If the remuneration for the director of a successful 
display department is to remain at its present low 
average, then there can be no question of the wisdom 
of the displayman who sets sail for another post—that 
of merchandise manager, director of sales promotion 
or store manager. However, how long the insufficient 
salary average will obtain is quite beyond authentic 
prediction, -but we will say, with a great deal of assur- 
ance, that it will not increase materially until the in- 
fluences of a national instrument have manifested 


Penney Seeks 
Displaymen— 
Store Managers 
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themselves, said instrument to function as an organiza- 
tion strong enough to attract the attention of the mer- 
chandising world with its many other educational 
organizations. This is a suggested work for the present 
association of displaymen. 


On another page of this issue 


Mr. Kieffer’s — will be found an appeal for display 
Me to association membership, issued by 


Clement Kieffer, Jr., display man- 
ager for The Kleinhans Co., Buffalo, and for years 
a most energetic association “booster.” 

What this sterling gentleman and artist has to say 
in his appeal is indeed praiseworthy, and it has the ring 
of that sincerity that has always typified Mr. Kieffer’s 
actions. The DISPLAY WORLD takes pleasure in 
devoting space to his open letter. 

The DISPLAY WORLD, while whole-heartedly in 
support of any plan that will materially benefit the 
displayman and result in the general acceptance of the 
value of mercantile display and practice of it by mer- 
chants and manufacturers in every phase of merchan- 
dising, can not foresee immediate accomplishment un- 
less a vehicle of power is first builded with a definite 


set of guiding principles conceived and practiced in the - 


interest of that development. 

We commend Mr. Kieffer for his present appeal for 
more members, but in doing so let it be asked of the 
committees responsible, what educational benefits are 
held out for these prospective members aside from the 
very instructive features of the annual convention? It 
is advisable to first have some definite program of con- 
stant and actual benefit. 

The Association of Displaymen is a benefactor to 
some some of the time, but what is needed is an asso- 
ciation that is of benefit to all its members and the pro- 
fession it represents all of the time. Upon this principle 
all successful organizations are established, and the 
quicker I. A. D. M. men realize that the prime purpose 
of its organization should be constantly educational, 
then the more rapid will become display development 
and the more fruitful will become the position of the 
display manager. 

This is a constructive suggestion, and it is through 
criticisms supported by constructive suggestions that 
great businesses and organizations will be builded. 





Most of us are inclined to be too easily 
Seeing satisfied—with ourselves, and perhaps a 
Pie critical analysis of the things we are doing 
Seo ihe and have done would prove mighty valu- 
able in the way of disclosing weaknesses or 
misapplication of principles, the overcoming of which 
would result to our material advantage in the more 
efficient accomplishment of our daily work. 
There is little to be gained in that satisfaction that 
limits the possibilities of any work and each of us 
would be wiser and wealthier if we regularly took an 
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honest inventory of our accomplishments. Criticism, 
the constructive kind, has done more in: the accomplish- 
ment of great things than genius itself and the big 
man, the outstanding figure in great mercantile and 
industrial institutions is the one who is not afraid to 
look at himself and his work as others view him and 
his accomplishments. 

Self-satisfaction should have no place in the dis- 
playman’s dictionary since its tendencies have been 
proved as obstacles difficult of surmounting and its 
influence as retrogressive instead of progressive. 





In a previous issue of The DIS- 
Displaymen PLAY WORLD the “interchange of 
Favor idea” was suggested as a means of dis- 
Interchange ; 
ob Slee play advancement, and at that time the 
practicability of the plan was compre- 
hensively outlined. 
Since the publication many letters have come tq 
this desk, all heartily endorsing the plan, and it is 
because of this unanimous approval of the plan, that 
space is again devoted and the suggestion made that 
local display clubs incorporate the actual working of 
the idea in their respective educational programs. We 
believe its adoption will prove its worth and without 
hesitancy predict that its employment in its maximum 
possibilities will form the most valuable instructive 
feature in the constructive programs of the display 
local. 





There is a lesson to be observerd 


——— from a review of the program of the 
Convention ‘cent state convention, held at Topeka. 


It concerns itself with the importance 
of the national advertiser as a means of assisting in 
the development of display importance. 

National advertisers are a tremendous power in the 
business of this country, and their products are sold 
by 90 per cent of the country’s retail stores. The man- 
ufacturer of nationally advertised products appreciate 
the value of window display and are doing more in the 
general acceptance of the idea than any other agency 
unless it should be the service display specialist. It is 
well to get acquainted with these great organizations 
in just such manner as proved an outstanding feature 
of the Kansas meeting when four display competitions 
in nationally advertised products were conducted. 


Some of the biggest positions in the field of mer- 
cantile displays are to be made possible by the develop- 
ment of the national advertiser’s display department. 
Hundreds of men now engaged in department, clothing 
and other stores will some day find their salaries greatly 
increased because of the store profits resulting from 
the efficient conduct of his department which included 
the due consideration of nationally advertised products 
[ appropriately arranged and effective window dis- 
plays. 
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With the New York Displaymen 


Several unique displays feature month—Metropolitan Displaymen 


to invade New England in program designed for great organization 


By WILLARD D. HART 
Special Correspondent, The Display World 


wee | HE January displays brought forth a larger 
| number of ideas than was brought forth for 
a several months. Rainy weather gave Franklin 
Simon & Co. an idea for a snappy bootery display for 
wet pavements. The semi-annual sale of hosiery gave 
A. Malet, of R. H. Macy & Co., Inc., an idea to 
show a hosiery department in the window, and 
Joseph Chase, at James McCreery & Co., used the 
sporting season for a very unusual display of a hun- 
ter’s log cabin at a trading post. 


Overshoes and umbrellas acted as storm signals 
in the stormy weather window at Franklin Simon’s. 
The over shoes were the slip-on artics, modeled 
more or less after the Russian boot. The display 
was centered on a low platform which stood in the 
center of the window with four pairs of the artics 
shown on the platform. One pair stood at each side 
backed by an umbrella standing upright. One um- 
brella had a miniature head of a woman on it and 
the other a miniature head of a man. In the cen- 
ter a pair stood on a slender stand and another 
in front of it. A red and green umbrella was placed in 
criss-cross fashion in the rear of the artics and through 
the legs of the stand. 

A hunter’s cabin scene which featured hunting 
equipment and apparel was observed on the 34th 
street trail at James McCreery & Co. The idea 





“Department Display’ Arranged in Window of R. H. Macey & Co., New York, by Display Manager A. Malet 


was carried out in minute detail with all the needed 
touches added. 


The rough boarded interior wall of a hunter’s 
cabin showed at the back with a chinney and fire- 
place in brown rough stone situated near the mid- 
dle of it. On the mantel were several small articles 
including amunition for rifles, a box of tobacco and 
a bit of a candle. Over the mantel hung the head 
of a deer against which rested a rifle. At the left a 
lantern hung on the wall. Several pelts were nailed 
to the wall over a cot on which a heavy mackinaw 
rested. A bulky sweater was thrown over the back 
of a chair next to the cot. At the right another 
chair had a big fur coat laying on it, while on a log 
nearby was a short leather jerkin. On the right 
hand side wall additional jerkins hung and on 
shelves stood several brands of canned goods and 
other food. This window was flanked on each side 
by other displays of sporting apparel for outdoor 
winter activities including sleighing and skiing. 

A section of the hosiery department of R. H. 
Macy & Co., was used by A Malet to adda touch 
of the unusual to the display in connection with 
the annual sale of sample hosiery at that store. The 
rear of the window was represented by a modern 
hosiery fixture. Boxes of hosiery were neatly ar- 
ranged on the shelves and trims made with easels 
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Effective use of Pierre 
Imans’ Wax in windows of 
Jordon-Marsh, Boston. 


Geo. E. Prue, Display 
Manager. 


Beautitul Wax Figures 


The Work of a Maiter Artist — Pierre Imans 


Displaymen all over the world know Pierre Imans’ Wax Figures for their 
remarkable beauty, life-like appearance and marvelous finish. These wonder 
figures are offered to American displaymen exclusively by the Curtis-Leger 
Fixture Co. 

Imans’ Wax Heads are mounted on our especially designed bodies of which 
we have four standing and three sitting poses, all typically American. 
These mountings stand firmly without a brace. A metal swivel waist plate 
allows easy posing of the head yet when locked, gives absolute rigidity. 
Another important feature is the exclusive heel adjustment which has also 
been adopted on all our posed leg models. This patented heel adjustment 
automatically adjusts the rod in the heel so it conforms to the height of 
the shoe heel. With a slight turn of a screw placed in the calf, this heel / 
rod is locked into place. The ADJUSTMENT IS EASILY MADE 
EVEN AFTER THE FIGURE IS FULLY DRESSED. 


New Models for Spring Displays 


In order to properly display prevailing styles, garments should 
be shown on our new spring models with flat busts and 
straight body lines. Posed leg models all have new heel 
adjustment. 


Send for Our Spring Literature 


/ 
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Millinery Showing Midst Color Scheme of Lavender and Black by J. J. Cronan, L. Bamberger, Newark 


on top of the fixture. In front of the stock fixture 
stood a counter, a natural appearing wax figure 
representing one of the store salesgirls dressed in 
the black costumes which they must wear. Hosiery 
is piled in bunches at the right of the counter, and 
at the left a sign reads “women’s silk hose, $1.44.” 


In front of the counter a women and her small 
daughter stand inspecting some of the hose. The 
women figure is dressed in a big fur coat and the 
daughter has a wool tam and scarf in keeping with the 
season and vogue of the year. 

One-color millinery displays were prominent 
during the past few weeks. Stern Brothers, James 
McCreery & Co., and L. Bamberger & Co., Newark, 
all featured displays of millinery in one color. The 
display at L. Bamberger’s, created by Jack Cronin, 
received considerable favorable comment from New 
York boys who visited Newark while the display 
was in. 

This window was shown to feature southern 
millinery and its striking color combination of lav- 
ender and black and harmonious arrangement 
formed a delight for the eye. In the center of the 
back wall a lattice work screen was placed, flanked 
by a stretch of palm grass in black and lavender 
The screen was of black with border of 
lavender. On either side of the screen window 
effects were obtained with small awnings of black 
and lavender and lavender curtains. These also 
were flanked with palm grass. Between the win- 
dow and the screen on each side stood a small 
orange tree in a jardinere. The floor was covered 
with a black rug and all hats were of lavender. A 
wax figure sat on a black bench in the center wear- 


boxes. 


ng a lavender gown and hat. 
At McCreery’s a constellation of bright yellow 





hats glowed against a background of purple, while 
at Stern’s green hats stood upon a low platform 
covered with irridescent green and gold satin,, giv- 
ing a pleasing effect. 

Campaign for New Display Clubs 

The formation of a Connecticut Display Men’s 
Association on March 19th will be the first definite step 
to be taken by the members of the New York Metro- 
politan Display Men’s Club for the formation of a 
Great Eastern Display Men’s Association to take in all 
territory from Pennsylvania to Maine. 

It was originally planned to have a committee of 
the New York club visit New Haven on January 22nd, 
but this date was changed owing to the fact that the 
Connecticut display men would find it impossible to 
gather at New Haven due to business pressure. 

Henry M. Shartenberg, president of Shartenberg & 
Robinson, New Haven, feels that he wants to make the 
formation of the Connecticut group as imposing a pro- 
ject as possible, and therefore proposed the postpone- 
ment of the date so as to insure the visiting delegates 
from the Connecticut cities and New York a fine day’s 
outing and tour of New Haven, to be followed by a 
banquet in his store restaurant, where the new group 
will be officially organized. 

L. Alenier, display manager for Shartenberg & Rob- 
inson Co., will visit every city in Connecticut to work 
up interest in the proposed club and present indications 
are that thirty-three people will be made charter mem- 
bers, with about six honorary members. Mr. Alenier 
estimates members from the following cities: Hartford 
and Waterbury, five each; Bridgeport, three; Stam- 
ford, New London and Norwich, one each; Meriden 
and New Britain, two each, and New Haven, twelve. 

A similar trip to Boston is planned following the 
organization perfection at New Haven. A committee 




















hile 
rm 
siV- 


2n’s 
step 


fa 
all 


of 
nd, 
the 
to 











Here is a suggestion for a store window made un- 
usually attractive through the use of Caen stone 
effect produced with Cornell Wood Board. It 
makes a splendid background for almost any kind 
of display. It is neutral and dignified. Now that you 
can make such a display at small cost, it is to your 
advantage to do so at once. 


' 





3 


Cut Cornell Wood Board into rectangles of the de- 
sired size and bevel the edges slightly by means of 
a mat-knife or grindstone. Glue or nail thepieces on- 
to Cornell Wood Board panels as illustrated. Paint 
the panels a plain, deep ivory tone. Use a slightly 
darker paint to represent the mortar lines. If a more 
realistic effect is desired, sand can be brushed on 
while the paint is still moist. 





Another method that requires no backing panels, is 
to carve out the lines that are to represent blocks. 
This is done with a mat or stencil-knife directly on 
a panel of Cornell Wood Board. Outside edges are 
bevelled as described above so that panel joints are 
not noticeable. The panels are then painted or 
sanded as above. 





The simplest way to get the Caen stone effect is to 
paint Cornell panels in a flat, dark ivory tone and 
then paint in the mortar lines, using any color that 
offers a suitable contrast. 
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Popular Caen stone back- 
ground at low cost 


y= know how popular this hand- 
some background effect is. It makes 
otherwise good displays a great deal 
more effective. You can now get this up- 
to-date effect at a reasonable cost with 





It’s the favorite material with the pro- 
fessional window-display man. 


Cornell is all wood, mill-primed to 
take paint and triple-sized to resist 
moisture. It’s easy to saw, nail or glue. 


Good window displays always pay. 
They'll pay you. 


CORNELL WOOD PRODUCTS COMPANY 
State-Lake Building, Chicago, Illinois 


Other stone effects can be produced, such as marble or travertine. 
An effective rough stone finish can be given Cornell panels by coat- 
ing them with stucco or any cold water paint, and then stippling 
them with a brush or a block of wood covered with plush carpet. 


This is the first of a series of articles on practical window-display 
methods. Watch for them. Cut them out and use them. You'll 
find they'll increase your business by attracting more people to 
the merchandise in your window space. If your dealer hasn’t 
Cornell, write us. He'll get some for you, 
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> Give Your Merchandise a Chance 


2 SX Racks are the best store improvement you can 
make. They will enable you to give customers the 
> quick, satisfactory service which wins trade. 

} Let us show you how SX Racks Pull Profits. We 
ship our Racks on trial, use them ten days in your 
> store and if not thoroughly pleased, satisfied, send 
them back at our expense. 


Lot 5X, for Shirts, }$ 
Underwear, Fancy 
Vests, etc. Adjustable 
from 2 to 14 inches 
wide; 6, 8 and 9% in. 
heights. Per doz., all 
finishes, $24.75. 


PAA: 





S-X Display Racks 

‘ are made in many sizes and styles, 
for many kinds of merchandise. They 
are finished in Nickel, Oxidized Cop- 
, per, Statuary Bronze and Gun Metal. 





Lot SX, for Ties, Belts, Gloves, Sox, etc. Opens from 
%4 to 4 inches at rear, % to 6 inches at front, 3, 4, 
5, 5%4 and 6 inch heights. Per doz., all finishes, $16.75. 
Lot DX, same as Lot SX except that it’s double sec- | 
tion. Per doz., $27.50. ‘ 


Send for Catalog 


Sylvan Specialty Shop 


553 W. LAKE STREET CHICAGO, ILL. } 
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representing the New York club will be appointed to 
visit that city and form another group. This group in 
turn will be asked to form the remainder of the State 
of Massachusetts, and so on until the northern end of 
the division is complete. The New York group will 
then concentrate on New Jersey and Pennsylvania. 


The committee from the New York Metropolitan 
Display Men’s Club that will go to New Haven on 
March 19th includes: John J. Cronin, display manager 
for L. Bamberger & Co., Newark, and president of the 
Metropolitan Display Men’s Club; A. W. Malet, dis- 
play manager of R. H. Macy & Co., Inc.; Lawrence 
McArdle, display manager for Orkin’s; Claude J. Pot- 
ter; George Wihlborg, display manager for Worth’s, 
and Williard D. Hart, special correspondent for The 
DISPLAY WORLD. 


The history of lighting from the days of 1600 was 
told to the members at the last meeting of the New 
York displaymen as part of the educational program. 
A representative of the Display Stage Lighting Co., 
Inc., spent much time on the problem of the use of 
spotlights to obtain the best effects. It was the 
concensus of opinion of those present that in order 
to obtain the best results of spotlights, especially 
colored spots, it was necessary for the displayman 
to dim his other window lights, as white light kills all 
others unless the colored lights are of exceptionally 
strong wattage. In this respect the display man again 
strikes a snag, as the head of his concern will not stand 
for dimmed windows, it being the desire to have the 
window as bright as possible. By practical demonstra- 
tions the representative of the above mentioned com- 
pany, however, illustrated how colored spotlight effects 
could be used to good advantage and the bright illumi- 
nation of the window retained. 


An unusual window display at Gimbel Brothers 
showed the manufacture of “Fruit of the Loom,” start- 
ing from the cotton in the field, through the various 
processes, to the finished cloth. At Converse & Co., it 
was said that it took three months to perfect this in- 
genious idea. Andrew Hopkins, display manager, 
quick to realize the educational feature of such a dis- 
play and the large crowd it would attract, secured first 
showing of it in this city or any part of the country.: 
A clever replica of the Royal Mill, the largest of the 
B. B. & R. Knight chain, and operating entirely on 
“Fruit of the Loom,” was displayed in the window. 
This display will shortly be shown in a window of the 
Quackenbush Co., Paterson, N. J., and later at Hochs- 
child Kohn Co., Baltimore. From that store it will 
travel through the important Southern cities to catch 
the tourist trade. ; 

Living up to his reputation of always being on the 
job at the right time, Louis Weisgerber, of Lord & 
Taylor, recently thrust fashion to the background and 
devoted a window to the anniversary of the death of 
Theodore Roosevelt. An entire window was given 
over the showing of relics of the Great American, a 
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fitting and dignified observance of this memorable day, 
and one that in its stress of the early “rough riding” 
days touched the hearts of thousands of passers-by who 
paused to view the window. Aside from the sentimen- 
tal side of the relics, the exhibits themselves, loaned by 
the Roosevelt Memorial Society, were of highly note- 
worthy and educational value. 

An exposition of piece goods and allied lines was 
held by Lord & Taylor last month in which the adver- 
tising, interior displays and window displays all com- 
bined in a concentrated effort to make it a success. 
Ribbons, trimmings, laces and other merchandise were 
cleverly interspersed with drapes of fabrics in very 
interesting displays. All the windows were devoted to 
the display of this type of merchandise. Those who 
passed the windows were attracted and quickly caught 
the spirit of the exposition idea. An interesting fea- 
ture of the campaign was colored paintings of new 
models to be featured in the Spring and Summer 
months. They were shown on and in the cases in three 
departments. Other suggestions for the use of the 
trimmings and ribbons were shown on draped figures. 

Plans are under way for the erection of an en- 
tire new set of display windows at Arnold Constable 
& Co. This store recently underwent a change of 
ownership and the old ultra-conservative policy is 
no longer in vogue. Up-to-date windows will be 
installed and stone flooring and background will be 
featured. 

A new form of background, which will divide the 
island display window of Orkni’s into two will soon 
be érected, Larry McArdle, display manager, an- 
nounced recently. 





TWIN PORTS DISPLAYMEN MEET 
—KLASKY AGAIN PRESIDENT 


Morris Klasky, display manager for the Kelly-Duluth 
Company, has been re-elected president of the Twin Ports 
Displaymen’s Association. The election of officers was 
held on the night of January 16, and following which a 
sumptuous banquet was enjoyed at the Spaulding Hotel, 
Duluth, Minn. Other officers re-elected are: Vice 
president, W. Bartikoski, Silberstein-Bondy Co.; secre- 
tary, W. Welters; treasurer, “Bob” Coster. 

Sales representative Biederman, of L. Bauman & Co., 
Chicago, manufacturers of artificial flowers and display 
decorations was an honorary guest and addressed the dele- 
gates on the subject of “Co-operation.” The 1923 plans for 
association development were discussed and educational 
features outlined. The next meeting will be held at the 
Chamber of Commerce headquarters during the week of 
February 19. 





Ground will be broken in the early spring for the new 
addition to the Broadway Department Store, Los Angeles. 
Plans are now being prepared by architects Parkinson & 
Parkinson, and call for an eleven story structure of 120,000 
square feet of floor space. The contemplated cost will be 
$500,000. H. W. Menard, display manager for the Broad- 
way Department store will have charge of details concern- 
ing display spaces and selection of display equipment and 
fixtures. 


























Window Trimmers, 
Sign Writers and Retail 
Salesmen Wanted 


The J. C. Penney Company, Inc., needs capable 
salesmen for managers of its new stores. We offer 
to window trimmers and sign writers an opportunity 
to become salesmen, with the ultimate object of be- 
coming managers of our retail stores in which you 
would own a one-third interest—paid for out of the 
profits of the business. 


If you are between 25 and 35 years old, have good 
habits, can give us the highest references and have 
some selling experience in small or medium size de- 
partment store, or in general store work in special 
lines—either clothing, shoes or drygoods, 


We Want You 


While of course we want to secure the very best 
experienced men, We are not expecting the superman. 
Experience has taught us that some of the greatest 
successess come from the ranks of average men. We 
believe that every man has within him “that some- 
thing” which will lead him to success if properly 
guided and given the right opportunity. Limited 
experience, plus character, a lot of ambition, indus- 
try and a desire to achieve are the prime factors we 
are looking for in young men. Investigation will 
prove that this is an exceptional opportunity. 


The investment of money is not necessary for your 
success with us. The financial backing of our com- 
pany is ample. What we need are young, healthy, 
vigorous and capable salesmen who are determined 
to go to the top while they have youth and energy. 
We pay you while you are proving your ability. 


Here is our proposition outlined briefly: 


Men come to us first as retail salesmen in one of 
our stores. During the period of proving their ability 
they learn the greater possibilities of co-operative effort. 
Their progress depends upon their ability and effort. 
As our new stores are opened, the managers are selected 
from our sales force. 


When a man makes a success of the management, 
he is sold one-third interest in a new store and becomes 
its manager. He may afterward acquire a partnership in 
other stores which are the outgrowth of the one in 
which he first received a financial interest. To those 
who do not possess the capital to purchase a one-third 
interest in a new store, the money is loaned by the J. C. 
Penney Company and is repaid from subsequent profits 
of the.store. 


The J. C. Penney Company, started in 1902 with 


one store, now operates 371 stores in 29 states, selling 


dry goods, shoes, clothing, for men women and chil- 
dren, and kindred goods. Our cash sales for 1922 
amounted to $49,000,000. Plans are now being made 
to open quite a number of additional stores this year. 
If you have had experience in one or more of the 
— lines, it is to your interest to investigate our 
plan. 


Write today for our booklet, “Your Opportunity,” 
which fully explains our plan. Give your age and 
number of years’ experience in our lines of merchan- 
dise in your first letter. We may arrange for a per- 
sonal interview later. All correspondence strictly 
confidential. 


Address your letters to 
J.C. PENNEY COMPANY, INC. 


Wm. M. Bushnell, Manager of Employment, 
. Star Building, St. Louis, Mo. 
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Chicago Monthly Display Review 


Spring apparel for tourists holds sway in State street display windows 
—Outstanding displays—Other observations 


By J. DUNCAN WILLIAMS 
Special Writer for The Display World 


}ANUARY was a most unusual January for 
Chicago. One might believe that the weather 
man took a stroll around the shopping district 
and saw so many windows devoted to Springtime ap- 
parel for the southern tourists that he went back to 
the bureau and turned on some weather that would be 
in keeping with the inspiring displays. The oldest 
inhabitants cannot recall a previous January in this 
section with so little snow, so much warm weather, and 
even rains. February, however, is starting off with 
some regular winter weather. This observer, while 
looking over the windows this morning, had to keep 
dancing and make frequent trips into cigar stores to 
thaw out from the effects of six below zero tempera- 
ture. 

At Marshall Field & Co. during the entire month 
past the State Street windows have been devoted ex- 
clusively to Spring and Summer apparel for southern 
wear. The window backgrounds are the same as de- 
scribed in the last issue of The DISPLAY WORLD. 
The displays of merchandise have been changed weekly 
and throngs of eager, curious and interested women 
are eternally admiring, studying and observing this par- 
ticular section of Field’s windows! 








The orange and lemon tree set-pieces, the green 
mesh curtain backgrounds, together with the interest- 
ing selection and display of the merchandise itself is, 
as usual with these displays, all that could be desired 
to make the strongest appeal to those interested and at 
at the same time indellibly impress Field’s as the best 
place to make such purchases. These windows are 
always aptly illustrative of the fact that Mr. Fraser’s 
art and Field’s institutional policy are ideally, mutually 
and reciprocally matched. There may be another man 
or two in the world who might fill Fraser’s*job as well 
as he does—but it hasn’t been necessary to begin look- 
ing for him as yet. 


Did you ever think that here is a man who has held 
down the biggest job of its kind in the world for nearly 
twenty years—and has upheld the highest principles of 
the display art throughout that time? Arthur V. Fraser 
has, during his tenure at Field’s, been at the very top 
of his profession every year—not a single season has 
he been outclassed by anyone else—and always appa- 
rently outclassing his own past performances. His dis- 
plays are, and always have been, eloquently interpretive 
of Field’s public and merchandising policy, carried out 
in original, sometimes daring, but always artistically 
perfect methods. “Genius is the capacity for infinite 
detail.” 


The displays of Chas. A. Stevens & Bros. are 
always interesting, as a rule because of the high char- 
acter, novelty and distinct stylishness of their merchan- 
dise as well as the manner in which it is usually dis- 
played. The large island window is devoted exclu- 
sively to the display of silks in co-operation with their 
advertised February silk sale. The inside vestibule 
windows present unit trims of shoes, millinery, corsets, 
lingerie, sweaters, blouses, sunshades, hosiery, hand- 
kerchiefs and perfumes, Deauville scarfs, bags and 
gloves, thus showing what an advantage it is in mer- 
chandising to use distinctive unit trims, featuring a 
greater number of items from a greater number of 
departments than would otherwise be possible. Ste- 
vens get a great share of their daily business directly 
from these windows and are using them with that idea 
always intelligently understood. 


Displays at Mandel’s 


Mr. Kagey’s displays at Mandel’s are up to their 
usual high standard. The backgrounds are the same as 
described last month, and merchandise and style dis- 
plays divided between southern apparel and advertised 
goods featured in their clearance sales. One window 
is devoted to brocure crepe silks well displayed, while 
the corner windows are showing new Spring suit 
dresses and silk suits. Lingerie, infants’ wear and fur- 
niture are featured among the February sale displays. 


Mandel’s Wabash Avenue windows, devoted to 
men and boys’ clothing and furnishings, have been 
much more interesting and effective since the installa- 
tion of the new backgrounds and fixtures several 
months ago. The trims look more distinctly mannish, 
the merchandise looks more like “men’s stuff” than it 
did formerly, and the writer’s unverified opinion is 
that these windows are bringing a lot more business 
than they formerly brought in. The stone-plaster back- 
grounds, with the two French panel window effects on 
either side of alternating ornamental mirrors and ap- 
propriate oil paintings, gives a distinctly pleasing effect. 
This is enhanced by slabs and pedestals with carved 
legs in dark oak, silver-grained. The window fixtures 
are of wrought metal. Attractive merchandise, well 
selected and artfully displayed, keep these displays con- 
tinually interesting. 


The windows of the Boston Store are devoted to 
displays of sale goods, with the State Street windows 
featuring new Spring styles in millinery, dresses, and 
fabrics at special prices. No changes in the background 
treatment have been noted during the month. This 
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store has devoted much of its window space to Febru- 
ary sale features, with appropriate showings of south- 
ern wear. The Fair, also, has devoted much of its 
window space to sales, with the balance presenting 
soutiern wear. 

A walk around the Hub windows at Jackson and 
State at the present time cannot fail to impress one 
who has been an observer of these windows for a long 
time that Mr. Leaker has been successful in eliminating 
a great deal of “something” from the internal affairs 
of this institution that used to keep the window ‘lisplays 
in a perpetual mediocre condition. It is perfectly evi- 
dent now that there is no interference with the window: 
department by anyone. The Hub windows have been 
brought around to where they are now among the most 
interesting and effective men’s wear displays of the 
country. While prices are featured more or Iess all 
of the time, nevertheless quality is directly and indi- 
rectly emphasized more than ever through displays that 
show careful selection, intelligent arrangement, unmis- 
takable cleanliness, and unity throughout. 

The Hub windows are feauring a sale of suits and 
overcoats at $38, $48 and $68, together with one sec- 
tion of three unit trims devoted to “new slim model 
suits in striped effects” and a center unit of Tuxedo 
suits at $50. All the trims are as carefully handled as 
if it were Fall opening time, and the effect is remark- 
ably clean and business-like. None of the units have 
more than four garments displayed, and they look like 
exceptionally good values at reduced prices, which 
would not be the case if there were six or eight suits 
crowded into each trim and none of them pressed. 
The sale cards are in keeping with the clean-cut dis- 


Excellently Arranged Furnishings Display by S. W. Englund, Simon & Landauer, Davenport, Ia. 


WORLD 


plays, neatly lettered with real selling copy, a real 
price, stronger than usual but not too strong. 

One of the most attractive Hub windows of the 
month was the automobile tire display, posed against a 
black velvet background and gold foliage deftly worked 
in among the tires, hiding fixture supports. This was 
placed during the Automobile Show and was a most 
effective and timely advertisement for the store’s acces- 
sory department. 

With the weather at six below zero, the windows 
at Maurice L. Rothschild presents an entire front of 
new Spring 1923 suits, coats, hats, shoes, shirts, etc. 
Clever new displays of clean, new goods are in place, 
with a sprig of apricot or peach blossoms in each unit 
to further emphasize springtime atmosphere of the dis- 
plays. Each garment is perfectly pressed and perfectly 
arranged as only Harry Davis can arrange them. Neat 
gray cards lettered in white—clever copy, cleverly bal- 
anced, readable, informative, convincing, always con- 
vincing “lookers” of three facts: (1) that Hart, Schaff- 
ner & Marx make good clothes; (2) Maurice L. Roths- 
child sells ’em, and (3) you ought to wear ’em! 

Carson, Pirie, Scott & Co. are devoting their State 
Street windows to displays of advertised lines of silk, 
featuring some especially attractive brocades, Japanese 
crepe prints, printed Canton crepes and Oriental effects 
in Paisleys and Egyptians. A window is devoted to 
each of the above mentioned and the drapes are “a la 
Tannehill,” which is to say, done just right. There is 
no crowding and the color arrangement is in perfect 
harmony, making the goods look up to their very best 
in every way. Other windows are devoted to a showing 
of fur-trimmed coats and fur coats. 
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Displays on the Pacific Coast 


Spring fashions in favored new colorings brilliantly arrayed in win- 
dows—Some feature showings and notes concerning displaymen 


By DAVE E. ANDERSON 
Special Pacific Coast Correspondent 


yal OS ANGELES stores have been featuring ad- 
WI vance Spring styles, which has resulted in 
some very beautiful displays. One which was 
especially to be noted was a red and black millinery 
display by L. A. Cusanovich, display manager for Bul- 
lock’s. To set off this display, a large panel of black 
oil cloth with narrow red velvet ribbons draped across 
-it was used in the background. This panel, in con- 
junction with a black oil cloth mat and black enamel, 
trimmed with red millinery stands, made the display a 
most spectacular one. 

Many beautiful garments of sandelwood brown, the 
color which fashion favors for Spring, were featured 
in displays by J. E. Cook, of Coulter’s Dry Goods Co. 
Gorgeous new silks in this beautiful color, as well as 
the popular paisley silks, were wonderfully well shown, 
draped artistically on wax figures. 





Russell Moots, display manager for the “Ville de 
Paris,” executed a striking display featuring “Gray 
Dresses for Spring.” In the background was used a 
shadow box, the back of which was silver metallic oil 
cloth, and over that was draped lavender georgette and 
purple satin. Clever spotlight arrangement used on 
this panel produced an unusually effective and attrac- 
tive color scheme. Wax figures gowned in gray were 
posed on plateaus, painted gray, with black striping to 
represent blocks. 

Some beautiful displays by H. C. Pettit, of Robin- 
son’s department store, Los Angeles, caused consider- 
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Display by J. L. J. Hipps for Grote-Rankin Company, Seattle, Washington 


able favorable comment during the month just passed. 
Among these was a window showing some imported 


Venitian glassware. A black mat on the floor and a 
drape of canary yellow taffeta silk brought out the 
beautiful coloring in the glassware. Another of these 
was a window displaying Spring footwear, with a wax 
figure dressed in black and white sports attire and 
seated upon a trunk. 


The New York Store featured a novel idea for 
their fur-trimmed coat sale, where the director of the 
display department, P. C. Juer, had photographs of 
women dressed in garments similar to those on display 
reproduced in life size cut-outs and placed in the win- 
dow. This store has just installed a very distinctive 
wood valance, finished in polychrome. 

Displays in San Francisco are well deserving of 
considerable note. Among the attractive showings of 
W. W. Rowley, of the Emporium, is a “yarn window.” 
The background of this display contained a fireplace 
constructed entirely of balls of yarn, with two cleverly 
posed wax figures and hand-knitted garments employed 
to complete the setting. Another of Mr. Rowley’s dis- 
plays which is especially unique is one in keeping with 
a charity fund campaign being conducted in San Fran- 
cisco. The background is a beautiful oil painting by 
a Russian artist, with the central figure representing 
“Mercy,” from whom radiates light upon the world in 
different forms of charity. In the foreground is the 
old “Community Chest” filled with gold coins. 
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Compelling Display by J. Walter Johnson for The Powers Furniture Company, Portland, Oregon 


Wade Hampton, of I. Mangnin Co., deserves much 
praise for a display of sports wear and garden 
dresses. Wax figures dressed in these pretty and at- 
tractive garments were posed before a background of 


draped turquoise blue chiffon crepe over white canvas. © 


A two-foot hedge of green ruscus and orange ruscus 
trees, with floor covered with grass mats and clever 
lighting effects placed behind the hedge, and spotlights, 
resulted in a most spectacular display. 

In Portland, Oregon, a window which has caused 
much comment and admiration was just installed by 
J. Walter Johnson, display manager for Powers Furni- 
ture Co. “Bringing the Bible Up to Date” was inspired 
by the new phonograph release, a “jazz version” of 
“Samson -and Delilah.” Mr. Johnson featured Delilah 
with her saxophonic powers, vamping the long-haired 
Samson. 


Fifth Street Store Addition Nearing Completion 


With the completion of the second half of their 
new building, the Fifth Street Store of Los Angeles 
will soon have a most modern and up-to-date depart- 
ment store. The regular routine of business has been 
conducted while the building has been under way, by 
moving into one half the building, which allowed the 
other half to be torn down and built from the ground 
up. John Stiff will be in charge of displays. 

The Mutual Drug Co. will soon open to the public 
of Los Angeles the largest and finest drug store in the 
world. This store will occupy six floors and has an 
arcade front. Mr. H. H. McCormick, who was for- 
merly connected with the Columbus Dry Goods Co. 
and Ginsberg Bros., of Columbus, Ohio, the Hudson 
Bay Co. of Calgary, Alberta, Canada, and the Mutual 
Drug Co. of San Francisco, will direct the displays of 
this new store. 

Jéseph T. Hurley, display director: of The Owl 
Drug Company stores in Southern California, and with 


the distinction of having won thirty-nine first prizes 
in fifty national competitions, is a man much quoted in 
western drug display departments and his accomplish- 
ments are mighty forceful in stimulating the display 
idea. 

Governing Display Principles 


“Study the merchandise first,” says Mr. Hurley, 
“then decide the nature of the appeal. By the artistry 
of your display you depend upon the creation of a 
desire to possess. Then put over your story with a 
card, or by some other method, add the price, and 
you've closed the sale. ° 

“The old methods of filling the windows with con- 
glomerate merchandise and trusting to luck for results 
have long been discarded, and are displaced by window 
displays which feature one article or line of merchan- 
dise in a manner to subtly convey to the customer the 
intrinsic value that is offered. 

“A window filled with perfume cheapens, but a few 
bottles temptingly and cleverly arranged, backed by 
drapes and lighted backgrounds, gives it almost the 
value of jewelry, and conveys the impression that the 
dealer making the display appeal places a high value 
on its worth. 

“The educational window has its place in modern 
merchandising. What at first glance can be more pro- 
saic than crude drugs, but a solid window display giv- 
ing their history, uses and geographical sources of sup- 
ply has been demonstrated as capable of holding the 
interest of the passing customer for many minutes ; and 
while its direct selling power is difficult to estimate, the 
ultimate effect upon the sales volume of a store has 
been proven beyond a doubt. 


At Oakland, Calif., excavations are well under way 
for the fine new building which will make Roos Bros. 
one of the finest of men’s furnishings stores on the 
Pacific coast. 
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Dignity Essential in Backgrounds 


Displays most efficient when backgrounds are of the character that 
reflect favorable impressions of store policies and service— 
Two suggestions for spring displays 


ESPITE the evolution in the art of display 
with its ever changing propensities and the 
constant introduction and contribution of 
decorative features the window background will 
remain a first essential in the consideration of dis- 
play principles. With all the creations, departures, 
most of them progressive developments, methods of 

background treatment have changed but slightly and 

i the experimentation and development of the art 
displaymen have come to the general acceptance of 
the practical theory that the background should be 
planned and finished to serve as an harmonizing set- 
ting for the arrangement and display of merchan- 
dise ; it should serve as a vehicle but not as the pre- 
dominating figure. 

With the general practice of this theory, back- 
grounds today are better examples of dignity and 
character and unquestionably more forceful in the 
functioning of selling displays, to say nothing of 
their unquestioned influence as a means of reflect- 
ing store policy. Window backgrounds may be 
striking in beautifully hand-worked fabrics, elabor- 








ate scroll and grill effects, exquisite paintings or 
they may be just as effective and striking in the 
less ornate stage if display skill and intelligence 
co-operate on the general planning and installation. 

With the tremendous possibilities in background 
essentials and materials the displayman of today 
has a marked advantage over the men of the pro- 
fession who but a few years ago were limited to 
the use of paper, muslin, cheese-cloth and whatever 
crudely constructed settings and appliances the 
genius would conceive. Not that the ability of 
olden times failed to measure up in quality to,the 
displaymen’s ability of today, but it is in the ad- 
vantages at his disposal that the modern artist 
exceeds in effect and results the accomplishment 
of yesterday’s exponents. In fact the outstanding 
masters of the profession of earlier days are the 
outstanding luminaries today. 

Contributing materially, yes, in greatest part, 
to this great advancement were the manufacturers, 
makers of practical window boards, then the fin- 
ished background, screens, panels, painted, wood 





Excellent Suggestion for Display Setting by Louis Kohtz, Chicago, Illinois 


























and fabric, artificial flowers and other decorative 
embellishments. In the production of these mater- 
ials and through the introduction into actual use 
came the better appreciation of displaymen and the 
store owners conversion to the consideration of 
them as sales assets. 

Practical, attractive and economical display sug- 
gestions are now without number. Every manufac- 
turer concerns himself with the serious and profit- 
able duty of issuing suggestions designed to assist 
in the general work of displaying merchandise, 
and they know that through these suggestions the 
benefits and profits are mutually enjoyed. 


Illustrated here are two suggestions for the 
Spring display. The first comes from Louis Kohtz, 
that well-known Chicago artist, and presents ideas 
of great adaptability. The personal touch cannot 
escape the attention and the appeal through the 
employment of Mr. Kohtz’s idea cannot fail of 
favorable register. This background may be 
worked up in several forms, first in a painted drape 
curtain of canvas or other fabric, painted on com- 
position board or the general ornamental features 
may be appliqued on fabric background with wax 
figures used in conjunction. There is also the possi- 
bility of a most effective use of artificial flowers 
with a conventional tree as central point. The prac- 
ticability of the suggestion is indeed evident and 
it may be most effectively employed. 

The second illustration features the pictorial 
panel, perhaps not so popular as other background 
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Spring Display Background Suggestion by Carman Tho 


mson, Chicago 


treatments at this time, but an idea that is receiv- 
ing the attention of many artists and manufacturers 
of decorative display essentials. The success of the 
pictorial panel is unquestionably assured, but the 
degree of its prominence in department use is at 
this time problematical. It might be said here, 
that the pictorial panel in the display background 
is not new—its present appearance being but a 
revival of an old idea. There are, however, great 
possibilities in its use, and when supported by prac- 
tical and attractive application of composition 
board should prove most effective. 


It is a mistaken idea that some displaymen have 
which makes him feel that to design a background 
one has to be gifted as an artist. This is not so 
and some of the best backgrounds have been 
planned in design, construction and color by men 
who would not submit their finished colored sketch 
for judgment in an elementary art contest, but they 
had window knowledge, they knew the principles 
of design, window architecture, laws of perspective, 
proportion, balance, composition, and of color and 
color harmony. All these things may be readily 
acquired—through practice, and with the same ap- 
plication any man can learn to design and plan in 
sketch and color—form a window setting true in 
the essentials of design and color harmony, and to 
such a degree of efficiency that the originator or 
the merchant will have little difficulty in gathering 
a comprehensive idea of how the plan will look 
when worked up and installed in the window. 
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Specialties 





DISPLAY SCREENS 
ADVERTISING FRAMES 
SHOW CARD SUPPORTS 
COUNTER DISPLAY CASES 
DISPLAY RACKS 





Miami Manufacturing Co. 
PERU, IND. 
































Does Your Window 
Attract Business? 


Your window is your most expensive salesman. 
Do you help it make sales for you? A good 
window attracts favorable attention, creates de- 
sire for the merchandise displayed, and brings 
the customers into the store. You can help your 


_ window do this successfully by dressing it with— 


HYDOL SILK PLUSH 


IN THE NEW AND BEAUTIFUL 
RANGE OF COLORS 


IN 24-INCH, 36-INCH AND 
50-INCH WIDTHS 


SAMPLES AND DESCRIPTIONS 
GLADLY SENT ON REQUEST 


Hydol Plush Mfg. Co. 


—ESTABLISHED 1889— 
30-32 West 27th St. New York, U. S. A. 


“Hydol Silk Plush (+ Quality x Service—Price)=Value.” 
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B. J. MILLWARD BECOMES SALES MANAGER 
FOR MANNHEIMER’S 
Ability and accomplishment in important offices has 
been recognized by the officials of Mannheimer Bros., St. 
Paul, and a recent announcement from the store’s president 
makes known the elevation of B. J. Millward to the office 
of sales manager of this great merchandising institution. 


eed 





B. J. Millward 


The recognition of the executive ability of this in- 
ternationally known display manager is a fitting reward 
to outstanding service he has rendered. Indeed, we ques- 
tion seriously if any other display manager has more 
successfully brought distinction to himself and the display- 
men’s organization to the extent as accomplished by Mr. 
Millward. His executive ability fits him admirably for the 
duty of directing a big department and his mature exper- 
ience, impartiality and the “real man” in him augurs for 
distinctive success in the duties of directing others while 
enjoying the most intimate co-operation from them. 

“Ben” has a position of some proportions since in ad- 
dition to directing the sales plans of the organization he 
will continue as director of the display department and 
supervise the advertising department. 

The DISPLAY WORLD congratulates this exemplar 
of the display profession and bespeaks for him success 
equally as great if not greater than that which brought 
him laurels in the field and profession of mercantile display. 





WITT RESIGNS FROM LEVY BROS. 
—FUTURE PLANS UNDECIDED 

E. F. Witt, for the past three years display manager 
for Levy Bros., Louisville, Ky., has resigned. Mr. Witt 
will enjoy a short vacation period before again resuming 
active display duties. His work at the Louisville store 
brought him much prestige and many of his displays were 
successful in national competitions. Mr. Witt is at present 
in Lakewood, Ohio. 





BROADWAY DEPARTMENT STORE WILL RE-OPEN 
AT LOS ANGELES, MARCH Ist 

Announcement comes from Dunn & Williams, who took 
over Goodman’s Department Store, of Los Angeles recently, 
that the new owners intend to re-open the big store early 
in March under the name of the Hill Street Department 
Store. Julius Rosenthal, general manager of the new firm 
is now in New York making required purchases and com- 
pleting the sales organization of the company. The store 
will maintain 37 departments. 
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CLAUDE GEHRING, President 


CONSTRUCTIVE WEEKLY PROGRAM FEATURES 
WORK OF DAYTON CLUB 
Regular weekly meetings feature the educational pro- 
gram of the Dayton (O.) Displaymen’s Association. Thurs- 
day of each week the members gather at a private dining 
room of The Rike-Kumler Co., where display problems are 
discussed and talks by store executives given. Genuine en- 
thusiasm marks these gatherings arranged and maintained 


THE DISPLAY 





EUGENE COWGILL, Vice-President 





F. SCHNEBLY Treasurer 


in the club’s prime object, the development of the individual 
displayman and the expansion of the general profession. 


Officers of this progressive local club are: President, 
Claude Gehring, display manager, The Rike-Kumler Co.; 
vice president, Eugene Cowgill, display manager, Metro- 
politan Clothes Shop; secretary, E. C. Jackson, Jackson 
Studios; treasurer, F. Schnebly of Bert L. Daily. 


00000000 


A BIT OF WIT AND A FEW SUGGESTIONS 
FROM JACK CAMERON 

“Jealousy is ambition in which we strive to succeed. 
Petty jealousy is not ambition but a sort of gathering in the 
head, sometimes called swelling under the ordinary strain.” 

The above is from Jack Cameron, display manager for 
Harris-Emery, Des Moines, Ia., and an artist of national 
importance as well as great popularity. Jack sends this 
rare bit of originality merely as an introduction to a few 
remarks or better, suggestions in the interest of the display 
man. He says: 

“Let us make our work praiseworthy. We have the 
most wonderful opportunity to do so since we carry the 
outward appearances of our establishment where we are 
employed. Our work shows there ‘face-value’ (or should) 
to every passerby in the city. 

“Don’t let you boss tell you that you can’t do any- 
thing with displays, that’s what you are there for, it not 
give him back the key of the store—quit opening and 
closing the place. If he is narrow, take him down an 
alley and talk to him, don’t you be narrow. 

“If you cannot win in windows make the other fellow 
break the record; show progress, not lack in it; make your 
position a stepping stone to something greater. Make your 
displays have the confidence of the public—that’s a great 
asset in business. 

“A prominent woman selected part of her apparel from 
a good display; she purchased the hat, dress, fur and shoes 
even to a piece of jewelry used in the display. The sales- 
lady asked her why she wanted all of them together from 
the window. The purchaser said she knew the man that 
arranged the window and that his selections were correct 
and he would not have them so grouped unless they were. 
‘I buy many of my outfits that way.’ That’s confidence 
earned, and good judgment on her part. 

“Don’t swell, just “bust” out once in a while with a 
good window, and above all things give courtesy to those 
who travel to unravel thefr tales of merchandise woe in 
this great big display world.” 





WILL ELIMINATE COMPARATIVE PRICES 
FROM STORE ADVERTISING 


For many years the controversy concerning comparative 
price advertising has been waged with the line-up quite 
equally divided between pros and cons. 

The tendency, we believe, has been gradually in favor 
of those who would abolish the method and a close inspec- 
tion of the newspaper advertising by the better class stores 
seems to be evidence of its unpopularity—at least in stores 
of the better grade. 

A. I. Namm & Son, Brooklyn, have announced plans to 
eliminate all comparative prices from their advertising. 

Phrases like “sells regularly for——,” on sale elsewhere 
at——,” “regular price ” will be barred in Namm adver- 
tising which includes show cards and price tickets as well 
as newspaper copy, according to T. P. Comeford, adver- 
tising manager for the Namm store. 





“Better advertising and more real meaning to the con- 
sumer results from making the copy tell the story of the 
value to the customer. Women who know what is what 
can tell from a good description what they are getting far 
better than from two figures. 

“The tendency to eliminate price as a factor of compar- 
ison is becoming more frequent,” said Mr. Comeford. “To 
take an example, not one of seven ‘stores advertising in 
Sunday’s papers used a comparative price, although several 
of these are not committed to the non-comparative plan. 
It was simply the feeling that comparisons are not valid. 
Especially at this time of fluctuating prices, when some 
go up and some down, and the standard of today is by no 
means the criterion of three months ago, comparisons may 
easily by misleading, no matter how accurate in fact and 
intent. A customer who feels misled is not an asset. We 
have tried out in sale after sale the elimination of compar- 
isons; we have tested comparisons used side by side with 
advertisements which eliminated them, and we feel that the 
public is ready to buy on description and value, without 
comparisons.” 








~ HARRY GROVES, President 
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ELLWYN McEACHNIE, Secretary 


Buffalo Displaymen Select New Officers 


Harry Groves elected president—McEachnie re-elected to 
office of secretary. 


The Buffalo Association of Displaymen met on January 
22, and elected officers for the ensuing year. The entire 
membership registered its choice in the selection of a 
new roster of officials. The new officers are: 

President, Harry Groves, display manager, The Walk- 
Over Shoe Co.; vice president, Philip Belanca, display 
manager, Davis Brothers; secretary, Ellwyn Mc Eachnie, 
display manager, Jahraus Braun Co; treasurer, Al. J. 
Dietrich, display manager, The Liberty Company. 

Directors for three years: E. P. Browder, display man- 
ager, Kobacker’s; G. S. Robinson, display manager, Op- 
penheim, Collins Co., and William Amborsky, display man- 
agre, Frank Finch Co. Directors for two years: Edward 


O’Dea, display manager, McCarthy Bros. & Ford; Charles 
Cook, display manager, Wm. Hengerer Co., and Clement 
Kieffer, Jr., display manager for The Kleinhans Company. 

Directors for one year are John Fieblecorn, display 
manager, S. A. Anderson Co.; Charles Haas, display man- 
ager, The Surprise Co., and Charles McKearnin, display 
manager for Michael J. Leo. 

The retiring officers were voted an expression of appre- 
ciation for the success of the club during the past year and 
complimented on the progress of the constructive program 
which features the Buffalo club. Ellwyn McEachnie, the 
progressive and admirably equipped secretary was honored 
with a second term. 
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An Appeal to Men of the Display Profession 


By CLEMENT KIEFFER, Jr. 


Gentlemen Displaymen: 

I am one of you. A member of what may be termed 
a new profession. A profession which is aiding and facil- 
itating retail merchandising. 

The men and women who began window dressing, I 
mean those of twenty-five and thirty years ago, practi- 
cally had to develop themselves. There were no text books 
to aid them, nor were they guided by sets of formulae. 
Neither were they hampered by precedent, rule of thumb, 
or custom. Every step they took carried them into un- 
known territory. They were unable to foretell whether 
their display effort would hit or miss, they were just ex- 
perimenting and hoping for the best while fearing the 
worst. 

The Development of Window Selling 

It seems but a few years ago when placing goods in a 
show window was considered rather a bore, something that 
had to be done, although of no particular importance. 
The task usually fell to the store boy, or to some good 
natured and usually somewhat dull clerk. As these factors 
displayed neither interest, knowledge, nor enthusiasm, the 
result was just what could have been expected under such 
conditions: A meaningless cluttering of merchandise, a 


conglomeration of unrelated items. This “mess” in most 
cases remained until the windows “positively could not 
go without cleaning any longer.” 


Window Displays Become a Reality 


Then it happened that some bright lad (or was it a girl?) 
became curiously interested in the problem. Then began 
the experiment with different arrangements of merchandise 
the store had for sale. Windows were polished and goods 
were arranged with some degree of order, some sense of 
proportion. The crudely marked price tickets were re- 
placed with tidy little card signs, while other card signs 
bore a brief descriptive selling appeal. Instead of the 
makeshift packing-box display stand, tissue paper back- 
ground and cheesecloth decorations, fixtures of ingenius 
design and workmanship were devised—the background 
became circassian walnut, expensive draperies or a pic- 
turesque setting. 


Merchant Becomes Interested 


Somehow these men in charge of the windows hit upon 
a plan of creating selling windows which noticeably in- 
creased the business done by their store. Rival merchants 
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gery to them. So some of the brighter boys had to be 
interested in the new idea. Sometimes the problem was 
considered important enough by the owner for personal 
application. 

When this phase dawned, “iaee ieettinie ceased to be 
a task and became a craft. The window trimmer disap- 
peared and in his stead appeared the display manger. 


Manufacturers More Elert Than Retailer 


The display manager is responsible for a number of 
new industries which followed in his wake. The makers 
of artistic wax figures, backgrounds, display fixtures, win- 
dow cards, artificial flowers, decorations, etc. The man- 
ufacturers of the country wakened to the importance of 
window display as a vital selling force long before the re- 
tailer in general gave the matter much serious thought. 
The manufacturers annexed some of the outstanding ex- 
ponents of window display ingenuity to their payrolls; 
they gave them every encouragement to develop model 
displays of commodities, and these displays were repro- 
duced in pictorial form and sent broadcast among the 
merchants who sold the manufacturer’s products. Added 
information explained the process of duplicating the model, 
and dealt with the assurance of bigger business where in- 
structions would be followed. In many instances exper- 
ienced display managers went to the retail merchant’s 
establishment at the manufacturer’s expense and taught 
the retailer the principles of window selling. Those of the 
merchants who experimented with the new fad became 
convinced of its power and practicability. They in turn 
stimulated some one of the employes to develop window 
dressing skill. 

The number of individuals who became greater and 
greater, and those responsible for effective windows met 
others of their craft who had been able to arrest public 
attention through attractive displays. 


Thus began an exchange of ideas, a comparison of 
methods, a discussion and comparison of difficulties met 
with and surmounted. These early incidental meetings 
developed into the more regular ones of the Club, which 
was the first visible evidence of organization. Many of the 
club members were eager to know what members of their 
craft in other cities were doing, and the International 
Association came into existence. 

I know the convention of. 1923, July 18, 19, 20 and 21, 
will benefit every one whose mind is alert and receptive. 
We shall be in better shape to “buck” the problems of the 
coming year. Everything that a courteous and agreeable 
host can devise and think of will be done for our material 
comfort. Cleveland will show us what the real meaning of 
hospitality implies. : 

These conventions of ours are our annual fairs. Their 
benefit has been far-reaching. The delegations of the indi- 
vidual clubs come into contact; we have an opportunity 
to review the progress of our profession, learn about the 
newest selling methods, the newest in show cards, display 
fixtures and devices which aid our work. That these con- 
ventions are of benefit is evidenced by the attitude of 
the retail merchant, who, instead of offering objections 
to prevent the attendance of his Display Manager, is en- 
couraging him to attend. In many instances the expenses 
of our members to the convention are borne by their em- 
ploying interests who know that they will be repaid for 
their expenditure through the application of the fresh im- 
Pressions the displayman brings back with him and ap- 
plies to the benefit of his employer. Our convention is our 
Opportunity to conduct or rather to formulate our com- 
paign for the year ahead to solve our difficulties and make 
our laws and elect our officers. 
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I have now come to a personal issue, one that con- 
cerns me greatly and in a measure involves you my fellow 
“Sales Stimulators,” for without your will, without your 
aid this issue I am speaking of would be but a wish. With 
your support it becomes a fact. It is my cherished am- 
bition to see that Association of ours grow bigger and 
bigger, that it’s educational influences should be at the 
elbow of every man or woman engaged in our profession. 
It is a profession that we may well be proud of. It has 
grown in the numerical sense and in the earnings of 
individual members. Will you aid me? I need you! Your 
membership—or just one membership of someone you 
know in your city, or better still, an affiliated association. 

I have formulated a plan to enlist the active assistance 
of every Chamber of Commerce in the country to stim- 
ulate the formation of Clubs within the smaller cities and 
communities. I have likewise the outline of a method 
whereby the assistance of every one of you can be made 
very effective to increase our membership. Remember 
friends, the bigger we are, the greater our importance as 
business factors. 

A great many of you know me personally; some oi you 
know me through my work, and some of you do not know 
me at all. I have always been a worker—I want to work 
with you, and I wish to work for you; for our combined 
betterment, for a larger membership, and for quality 
window displays—CLEMENT KIEFFER, The Kleinhans 
Co., Buffalo, N. Y. 





WHERE WOMEN’S THINGS ARE SOLD 
EXCLUSIVELY TO MEN 

The innovation of the E. T. Slattery organization, Bos- 
ton, in opening an exclusive men’s women’s shop in its 
erstwhile “women’s wear only” store is indeed interesting 
and will no doubt be duplicated in many other stores. 

An effective and forceful series of newspaper advertise- 
ments supplemented with personal letters to men customers 
announced the establishment of the new department, and 
on the opening of it large display signs read: “This shop 
is exclusively for men,” and the satisfaction of timid man, 
who, for lo, these many years has prayed for a place where 
he could purchase lady’s pretty things without acting and 
looking like a blundering idiot, can be readily appreciated. 

Slattery’s solved the problem and the first advertising 
announcement of the new shop carried a cartoon after 
the Briggs’ style—“Ain’t it a grand and glorious feelin’,” 
created by T. R. Jones, assistant in the coat department. 
Women’s negligees and lingerie are featured strongly with 
a great variety of other merchandise in stock. 





LEADING SERVICE SPECIALIST TO ADDRESS 
ONTARIO MERCHANTS CONVENTION 

J. D. Williams, Chicago, a foremost authority on mer- 
cantile display and head of a Display Service bearing his 
name will have the honor position on the speaker’s pro- 
gram at the Ontario Retail Merchants’ convention, 
scheduled for meeting at Toronto, February 21. Mr. Will- 
iams will make the journey at the very special request 
of the Association’s executives and will take as his subject 
“The Sales Value of the Show Window.” 





ANOTHER DISPLAYMAN SELECTED FOR 
STORE MANAGER POST 

O. L. Franklin, for several years director of window 
and interior displays for the Wolff-Berger Company, 
Columbia, Mo., has been appointed manager of the Fulton, 
Mo., store of the same organization. For the present Mr. 
Franklin, will supervise the display department in addition 
to the duties as store manager. 









THE DISPLAY WORLD 














Here is another group of selected cards made by A. A. Hansen, display manager and cardwriter for Clayton’s, 


Detroit, Michigan. Note the balance, composition and legibility of the type face—all the result of concentration 


and continued practice—discussed by Mr. Hansen on the next page. 














How to Make Show Cards 


First essential in successful card making is con- 
centration—Cannot expect good results 
unless thought dominates 


By A. A. HANSEN 
Display Manager and Card Writer, Clayton’s, Detroit 






/ J ANY and varied have been the articles on show 
Ait cards and show card writing that have been 
ZX} published in the trade journals and business 
publications. Yet, I wonder just how many of us have 
given the serious and diligent thought to the many 
constructive suggestions that have characterized many 
of these articles? How many have put into actual 
practice under proper conditions the essential princi- 
ples as frequently outlined by masters of the pen and 
brush? 

Good card writing or card making can result only 
when concentration predominates. Thought, intensive 
application, is necessary in the accomplishment of effec- 
tive work in this profession as well as any other. One 
cannot be successful in show card writing if concen- 
tration is not present. A reflection concerning the true 
meaning of the word at once opens the way to various 
ideas. You cannot be working elsewhere and, without 
preliminary thought, immediately turn to writing show 
cards and expect results, because the mind is still fresh 
with the memory of what you were doing five minutes 
before. The hand does as the will dictates, and should 
the mind be undecided, without definite form or plan, 
then you will quickly recognize the unsettled, unde- 
cided state in the work resulting. 

Did you ever notice how difficult it is to execute 
the first few strokes? Very often you have thrown 
the first, yes, the first few cards in the waste-basket, 
because the work was not a true representation of your 
formulated plans. You try again, and this time you 
note that you have the copy properly spaced, with a 
more preferable face, and more elegant selection or 
application of color. 








Displaymen—Card Writers 


Too many displaymen today, who represent them- 
selves to merchants as masters of both crafts, are in 
reality only 50 per cent a displayman and 10 per cent 
acard writer. About one of every twenty displaymen 
can execute a card that receives as much recognition 
as his window display does. 

It is true that displaying merchandise and writing 
show cards are two extreme occupations and require a 
great deal of talent to master both, so it is necessary to 
study each separately and give your deepest thought 
to each one as you practice. You will invariably notice 
a wonderful display with a poor card in it. The art- 
ist’s mind is usually too one-sided, and by placing an 
amateur card in the window results in the same manner 
as putting a poor illustration on a book. What really 
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Heads Up! Face Forward to 


MARCH 21 APRIL 1 
First Day of Spring Easter 





February, the shortest month of the year, 
will fade away like snow beneath a blazing 
sun, and then—March, and Spring! When 
Spring’s activities open up, you will need 
plenty of first-class brushes and supplies, 
which you are offered, with a guarantee, in 









BRUSHES aso SUPPLIES 


Be “Johnny Wise.” Order now 
and order plenty. With any Daily 
















ie product you are safe, for our goods 
for emg A — 

Catalog ave been on t © mar et close to 

No. 9 .a decade, are distributed through- 


out the Union and in foreign lands, 
and have a reputation for honest 
service that is second to none. 


Bert L. Daily 


126-130 E. Third Street Dayton, Ohio 
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SHO-CARD BOARD 
is 


DULL COATED 


Works wit THE ARTIST in PRODUCING ATTRACTIVE SIGNS 
THE 22 COLORS ARE SUPERB,MANY OF THEM ENTIRELY NEW 
WHITE-IVORY- TAN-GRAY-LIGHT BLUE-LIGHT GREEN-LAVENDER 
BLACK-NEW BLUE-TROPICAL GREEN-SHETLAND GREEN-TANGERINE 
TURKEY RED-COCOA-OX BLOOD-ROYAL PURPLE-BEAUTY PINK 
OLDROSE-BUTTERCUP YELLOW GULF BLUE-TERRACOTIA CASCADE BLUE 
SEND FOR FREE SAMPLES 


HURLOCK BROS COMPANY-~ 


3436-38 MARKET ST. PHILADELPHIA 
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A Series of Show Cards by C. J. Nowak, Display Manager for Madigan Bros., West Madison Street, Chicago. 
The Six Small Cards, Three on Either Side, Show Effects in Background to be Obtained Through Use of Rubber 
Bands Stretched Tight Over Card Before Air-Brushing 















draws your attention toa book? The cover, first; then 
you look inside. This is quite true with the window 
card; a card neatly lettered, clear, with proper colors, 
is quite often the public’s judge of the amount of 
intelligence within the store. Don’t you frequently 
judge a man, if you don’t know him well, when talking 
to him the first time, by the English he uses? After 
you have heard him speak you study his face, his 
clothes, his hands and his bearing. The sign in the 
window is the same, only you form your opinion of 
the store instead of the human. 

The card writer can make better cards if he wishes; 
in fact, he has greater fields from which to draw and 
in which to work than the displayman. If he has an 
idea he desires to carry out in the window, he rarely 
meets with any opposition from the boss, since the 
expense attached to the experiment is too trifling to 
warrant discussion ; while conditions are quite the con- 
trary when the average displayman wants to do some- 
thing special. 

Self-Confidence Essential 
Those entering the field of card writing, those now 


experimenting, should learn early the advantages of 
self-confidence. With this element, supported by con- 


centrated effort and appreciable practice, there should 


be little difficulty experienced in mastering the pen and 
brush. To men in display work I would say, that if 
they give as much attention to card work as they do 
to the work of displaying merchandise, they will find 
it agreeable, fascinating and profitable. There is as 
much satisfaction in producing a card that the maker 
and others admire as there is obtained from the execu- 
tion of any high-class window display. 

Perhaps much could be said here concerning the im- 
portant essentials, materials, layout, color, balance, size, 
etc., but I believe if an article can forcibly register one 
suggestion at one time, that article can be of material 
benefit, and it is my desire to again reiterate the im- 
portance of concentration. The state of mind must 
form the proper atmosphere for enthusiasm, concen- 
tration and the will to accomplish the mastery of the 
art through practice. 





PAASCHE CO. ADVANCEMENT PRONOUNCED 
NOTABLE ACHIEVEMENT 


The Commercial Chronicle, a publication devoted in the 
interest of Chicago’s industrial development, recently car- 
ried an extensive review of the business life and develop- 
ment of the Paasche Air Brush Company, an organization 
well-known to ali displaymen as. makers of what is gen- 
erally conceded the best airbrush to be found in the dis- 
play department. 

The Paasche Company is now located in its new $100,000 
home, at 1909 Diversary Parkway, Chicago, and has one 
of the most completely equipped and beautiful manufac- 
turing plants to be found anywhere. With the occupancy 
of its new plant the Paasche Company has entered upon 
a new and larger epoch of its successful career which has 
been built on the plan of distinctive service and the best 
product at the right price. 
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CpesceNT) Brand 
CARD BOARD 


IS THE LIFE OF THE 


SHOW CARD 


SEND FOR 
NEW SAMPLE BOOK NO. XXXII 
SHOWS 109 ATTRACTIVE BOARDS 


CHICAGO sexo COMPANY 


664-670 WASHINGTON BLVD. 
CHICAGO, ILL. 
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cA New Book for 


the Professional / 


5) Win Hugh Gordon 


Cmeticas Cighaitest Craftsman 


LO LLG YA 


piel»? The Tt Edition of the 


U 


: sh  Speedb 


all ‘Text Book 


has been revised to appeal tothe professional: 
display-man ~ It features many new alphabets 


and decorative stunts made by Mr. Gordon 


you-wtll- want -to - have™~ these ) 


Che Art Gngrossing is eeaie 
tome orlathaMe)a of &ngross aHlaaaa : 


big . It'ts illustrated 
with some exceptionally fine plates and alphabets 
for the professional penman- Artist and designer 


Introducing the Block System ot Layout 
a simplified “fool-proof method of arranging a 
perfect, balanced layout with any copy or design 
Gnfact every branch, of professional Lelioring wstaken 
Ui from a cmmetciu angle’ thit mikes i practical 
for evety, day Use.. Thi 74 Cito sills For 5OL./ 


Ahe latest methods of teaching the elementary fundamentals 


of commercial lettering for beginners are now found in 
the new Speedball Loose-Leaf System of Lettering 


AManufacturers-Hunt Pen Co.,Camden NJ. Distributors— 


Speedball Pens ...... Speedball /nks . Speedball Books 
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Everything for the 
Show Card Writer 


The Geo. E. Watson Co. has long been 
recognized as headquarters for Show Card 


Writer’s Supplies. 


Since 1885 we have been anticipating 
every need in this field and offer a line of 
quality goods that are priced right. 


Send for Free Catalog 


Our new catalog illustrates, describes and 
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- quotes rock-bottom prices on pens, brushes, 
pencils, colors, inks, bronze powders, show 
card writers’ outfits, books on lettering and 
show card writing, ete. It is a complete 
encyclopedia of the show card writers 


needs. 


Write for a copy. It’s free to all show 
card and display men. 


Geo. E.- Watson Co. 
“The Paint People” 
62 W. LAKE ST., CHICAGO, ILL. 
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What the “Passerby” 
Thinks of you 
or Your Store ° 


largely depends on your 
Show Cards and Window 
Backgrounds. 


Don’t Let Your Displays 
Destroy Public Confidence 


make yours so attractive that 
they create a desire to buy 
and like a magnet—fairly pull 
the Customer “IN.” 


Mon 



















- AIR BRUSHES : 
MAKE aR 
MORE ATTRACTIVE SHOW CARDS, ||yssliiti 


STGNS AND DISPLAY 
THAT BRINGS TRADE 


NE STORE > 


A Parrot Can Talk But He’s No Salesman 
Some Signs—Show Cards Don’t Even “Talk” 


PAASCHE AIR BRUSHES make Your 
Display So Good They Tell Your Story 


to Your ““Tomorrow’’ Customers! 
WRITE FOR CATALOG 


Sadiche Mr Xuuh Co. 


1902 DIVERSEY PARKWAY CHICAGO 
Makers of Air Brushes—Accessories, Acknowledged the BEST. 
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Displaymen’s Convention 


Plans call for greatest educational meeting in 
history of Association—Committees ap- 
pointed and program in preparation 


OTEL WINTON, Cleveland, is to be the scene 

of the greatest display convention and manu- 

facturers’ exposition when the displaymen meet at 

Cleveland, June 18, 19, 20 and 21. This is the promise 

of the Cleveland officials in charge of convention ar- 

rangements and announced in the following letter of 
C. H. Fadem: 


One of the biggest meetings in the history of the or- 
ganization is expected, especially since the meetings have 
been returned to the hotel. The convention will reflect 
not only the ideas in window displays, but will be a bril- 
liant spectacle that any one should not fail to see. In con- 
nection with this occasion, there will be an exhibition 
show that will introduce some new and novel features 
which will completely eclipse the profusion and beauty of 
last year’s exhibition. Here, modern equipment and dec- 
orating embellishments wi!l be exhibited whereby display- 
men and merchants may learn of the strides that science 
has made in their behalf. The exhibition will present 
advanced ideas and will also be an education in itself. 

The committees having charge of arrangements for this 
greatest of all conventions, have practically completed their 
work, only a few more details remaining for consideration. 
The task has been a tremendous one of bettering the edu- 
cational values, the topping of the exhibition show and 
the attendance. From the reports that have been pouring 
in, it is evident that each committee is keenly alive to the 
importance and magnitude’ of its task, knowing that it 
must exceed its promise. Every part of the program has 
been arranged to be of benefit to the display men. The 
members of the committees have been selected because of 
their special qualifications to handle the subject assigned 
and are men who are actively engaged in the display pro- 
fession. The world’s greatest displaymen will be on hand, 
offering to the displayman an education in four days. Fol- 
lowing are the committees and chairmen who are busy 
rounding things into shape: 

Entertainment, L. M. Pegram, The Ames Company; 
Exhibition, L. E. Skarg, Siegel’s; Program, W. H. Penny, 
The Newman Stern Co.; Hotels, E. G. Lovell, B. R. Baker 
Co.; Registration, E. W. Geist, The Stearn Company; 
Contests, E. A. Gage, The W. H. Quinby Company; Infor- 
mation, R. D. Johnson, The May Company; Director of 
Demonstrations, S. R. Mackabee, The May Company; 
Publicity, C. H. Fadem, Window Display Service; Advisory 
Committee, J. J. O’Brien, The Halle Bros. Co., O. A. Luke, 
The Higbee Company, George J. Mellert, The Fries & 
Schuele Co., and Paul Bartch, The William Taylor Son 
& Company.—C. H. FADEM, Chairman of Publicity. 





FOSS DISPLAY SHOWS MINING SCENE 


A display that created unusual interest was recently 
arranged in the window of the R. G. Foss Jewelry Store, 
Oconomowoc, Wis., and presented a gold mine in oper- 
ation with the miners busily engaged in digging the prec- 
ious mineral, and at work in the refinery. The display was 
designed and installed by display manager, Burton Foss. 





Irwin N. Donnin has resigned as advertising manager 
for the Globe Store, Allentown, Penn., to accept a similar 
position with the El Canto, Havana, Cuba. 
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Increasing Window Sales 


Attractive cards enhance effectiveness and 
sales value of displays—A few Suggestions 
that will assist in the art by Dan A. Babatz 


eS} HE accomplishments of Dan A. Babatz, 
director of the display and card writing de- 
-@) |} partment for the Martin Cigar Company, 
Davenport, Ia., have been the subject of frequent and 
eloquent testimonials. The skill of this display manager 
is ever present in his artistic conceptions, and, unusual 
as it may seem, the displays in the windows of Martin’s 
twenty-three cigar stores are truly artistic—to that ex- 
tent that in the application of the principles of art, the 
perfect conception and maintenance of the governing 








Practice Example by Dan A. Babatz 


essentials in composition, construction and color are 
nowhere more perfectly or correctly employed. 

But it is not only as a displayman that Mr. Babatz 
is expert, since he has mastered the art of show card 
making to an unusual degree of perfection, and his 
cards are made to function perfectly with the display 
and form a vital essential of it. 

Interviewed recently concerning the importance of 
the show card, Mr. Babatz most interestingly discussed 
its potentialities as a sales stimulator and offered a few 












, DISCOUNT 


DRIARS/ 











Effective Card by Dan A. Babatz 
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Showcards Speak 


Showcards stammer or talk fluently; they whisper 
or they shout the message of your display. 
Showcards can be attention-compelling, and con- 
vincing silent salesmen if made with 


qn 
(wale 
Specify for Nat-Mat. 


Send for the Nat=-Mat sample book 
on your business letterhead today. 


National Card, Mat & Board Co. 


Manufacturers 


4318-36 Carroll Avenue Chicago, Illinois 
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rau My new 1922- 
rT 23 catalog answers 
the price question. 20 
years experience in low price 
making—Everything you need for 
shop or studio—Write today for your 
copy. 


aA SHOW CARD 
CON - 











SUPPLY DEPARTMENT 


Detroit School of Lettering 


514 GRISWOLD ST, DETROIT, MICH, 








PRINT YOUR OWN WINDOW DISPLAYS 


Department Stores, Chain Store Syndicates and firms 
with numerous retail outlets can print their own individual 
Posters, Show Cards and Displays in any quantity. 

NAZ-DAR Standard Stencil Printing Equipment rapidly 
prints all varieties of Colorful Artistic Displays, superior to 
and less costly than stock designs or slap-dash hand work. 

NAZ-DAR Equipment and Methods are so simple, exper- 
imenting is unnecessary, as anyone with the slightest artis- 
tic ability, following instructions, can achieve positive results. 

Our line also includes Oil and Water Color Printing 
Paints and a complete stock of Stencil Accessories. Dis- 
play Divisions of large establishments will find NAZ-DAR 
SERVICE INVALUABLE. Let us tell you more about it. 


NAZ-DAR COMPANY 
Exclusive Colors and Processing Equipment, 
1128 ARGYLE ST., CHICAGO. 











Magazine for ARTISTS and Art Stud- 
ents. Publishes Cash Art assignments, 
lessons, criticisms, articles, fine art tech- 
nique plates, etc. 

12 BIG ISSUES of Art and Inspiration 


for only $2.50. Satisfaction guaranteed. Send NOW. 
ART MAGAZINE 





Dept. 807 


Kalamazoo, Mich. 


CARD WRITERS 
FREE CATALOG y.0° c:, 


Your Copy 
Over 100 pictures of Brushes and Sup- 
plies. Address Desk W-23. 


DICK BLICK, Mgr. 
Galesburg 





Illinois 








ENAMELED METAL SIGNS, 11c EACH 
I. & M. Sign Co., LeRoy, Minn. 
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~make Better Show Cards 
and make more money 


-improve your ability 
-increase your speed. — 


modern alphabets 
and modern lay-outs 


from practical show card 
writers ~men who are 
actively engaged in this 


pleasant, profitable profession 


Our modern course is complete 
in every respect ~instructs you 
in every phase of the profession 
from the fundamentals to the 
finished product — of equal 
benefit to the beginner and 
the man already writing cards 


Guaranteed Instruction 
Visualized with the*Motiograph” 

















School Letterin 
Standard Bidg— Rogers Farko oy 
Chi —Iilinois ae? 


~a department of the - 
Standard Show Card Service \yp~ - 


A dy 
The Perfect 


@ 
Single Stroke 
Medium | for 
Lettering 


Price Tickets 
Show Cards 
etc. 


SPEED and UNIFORM LETTERING 
GUARANTEED 


Practical Lettering Outfit, consisting of 3 Marking and 
3 Shading Pens, together with Lettering Ink, sample Show 
Card in colors, complete instructions, figures and alpha- 
bets, prepaid at the special introductory price of $1.00. 

mplete instructor in Commercial Pen Lettering and 
: Designs, containing 100 pages, 8x11, with 147 Plates of Al- 
phabets and Designs—in addition to which this book contains 
nearly 2000 Advertising Phrases suitable for Show Cards, Posters, 
etc.—prepaid, $1.00. Catalog No. 38 of Lettering Supplies free. | 














THE NEWTON AUTOMATIC LETTERING PEN CO., 


Newton Bldg. Pontiac, Mich, 














LEARN TO PAINT 


SIGNS OR SHOW CARDS 


I will teach you by mail until qualified. Big oppor- 
tunities—Sale cards—Banner signs used in enormous 
quantities. Three separate courses—Sign Painting, 
Show Card Writing or Commercial Lettering. Old- 
est and Largest school of its kind. 
Write for complete 
particulars. Address 


¢ Detroit Scie ROlT. 


U.S.A. 

















suggestions that should be of great interest and educa- 
tional worth to men engaged in and contemplating show 
card making as a profession. 

“The show card,” says Mr. Babatz, “is a store asset 
that too many of us are inclined to overlook. I dare 
say that there are many displaymen who, after the dis- 
play has been arranged, find that they have failed to 
make arrangements for the show cards and huriedly 
issue instructions for some rush cards, with the result 
that the cards evidenced the lack of preliminary thought 
and attention, and instead of serving to enhance the 
merchandise on display had the opposite effect. 


“I don’t care how big or small a card is or what the 
card writer may put on it, but it must be attractive to 
the eye and in harmony with the thought you wish to 
convey to the shopping public. If you had draped a 
figure most certainly you would never leave the hair 
hanging in confusion about the shoulders, but exactly 
the same effect greets the eye through the presentation 
of an unattractive card. Nor would the displayman 
throw a blanket over a drape, thus causing considerable 
confusion and uncertainty concerning the drape. Yet 
that effect of uncertainty exists when too much copy is 
placed on the show card. The prospective customer 
will not stop to decipher a complicated price ticket or 
become interested in merchandise or cards if they are 
not simple and pleasing of interpretation and inspec- 
tion. 

“A word to the beginner may not be amiss, and I 
will say that he must first ascertain beyond doubt 
whether he is equipped for show card making. If he 
is then it is necessary that he put all his energy into the 
accomplishment of the art, this through stringent con- 





Alphabet Instruction by Dan A. Babatz 
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Another Alphabet by Dan A. Babatz 











centration and thorough study and practice. The be- 
ginner in card writing will find the first attempt in card 
making very perplexing, and, I am quite sure, will recall 
his first lessons in penmanship. Here it may be well to 
state that, unlike writing with pen or pencil, the card 
writer’s brush should be held between the thumb and 
forefinger in a perpendicular position, and in this way 
the card writer is enabled to control the pen or brush 
manipulation in rolling and making ovals and curves. 






“First take an easy alphabet and practice on it until 
you have mastered all the strokes and can acceptably 
duplicate the examples before you. If one stroke seems 
more difficult of mastery than another, stay on that 
particular stroke until you find it easy of perfect exe- 
cution. Take one alphabet at a time—master one before 
attempting another. Card writers will find this bit of 
advice beneficial. 


“Review and study the well-printed magazine for 
different styles of letters, paying particular attention to 
advertisements, and it is quite likely that the experi- 
enced or proficient card writer will find it possible from 
such a study to create a style of lettering individual to 
himself.” 

Answering the query, What are the essentials of 
a successful card?,’ Mr. Babatz said: “It must attract 
attention and it must portray an idea.” 





JOHN STIFF TO DIRECT DISPLAYS FOR 
LOS ANGELES NEWEST STORE 


John Stiff, nationally known displayman, has been se- 
lected as director of the display department of the Fifth 
Street Store, Los Angeles. Mr. Stiff has supervised the 
department of The John Shillito Co., Cincinnati, and Nu- 
gent’s, St. Louis, and his accomplishments in the profession 
are eloquent testimonials to his ability. 
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BRUSHES *% SUPPLIES 


IMPROVE YOUR OPPORTUNITIES 


by learning more about your profession. 


These Books Will Help 


SHOW CARD WRITING 
Modernized Methods in Lettering____$3.50 
100 Loose Leaf Lessons in Lettering__ 2.00 





pe 4.00 
Daily’s Show Card Writing_---_------ 2.00 
Modern Pen Lettering............... 50 
How to Paint Signs and Sho’ Cards_-_-_ 1.00 
Strong’s Book of Designs__---------- 4.00 
Alphabets & Layouts_............._.- 4.00 
Modern Show Card Writing_--------- 75 
ADVERTISING 
How to Advertise a Retail Store______ $3.50 
How to Get More Business_____-----_ 2.00 
How to Plan and Advertise a Sale___-_- 1.00 
(By A. E. Edgar) 
Catch Phireee 00 iin cco 50 


Write for illustrated catalogue—IT’S FREE. 


oArthur CF. Gioerauf @Co. 


Sign and Show Card Writers’ Supplies. 
525 Woodward Ave. Detroit, Mich. 























The New 
A. & W. 
Work 
Alarm 


An 8-day electric Time Switch that 
operates four time a day, will ring elec- 
tric bells and operate motors on siren 
whistles in large offices and factories for 
starting and stopping work morning, 
noon and night. 


The clock movement is equipped with 
an 11 jeweled Waltham watch escape- 
ment with chronoscape attachment which 
insures accurate time. 


A years’ guarantee with every clock. 
We specialize in automatic electric timing 
devices. It will pay you to investigate. 


The A&W Electric Sign Co. 


CLEVELAND, OH 10 
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INCREASE YOUR SALES 
With This Attractive, Attention Compelling 


Display Card Holder 


for Department and Window Display 
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YOUR 
DISPLAY CARD 



































Insures attention to your displays because of its 
novelty and attractiveness. Equipped with metal 
easel—will stand on counter or fixtures, Fine for 
use in window displays. Can be used over and over 
again by pulling out old card and inserting new one. 
Made of No. 1 bass wood, finished in white enamel 
paint. 


SEND FOR PRICES 






St. Paul, Minn. 























Nude art studies for the use of Artists, Sculptors 

and students, in place of the living model. Black 

and White Photos, 5x7 and 7x10 inches, sharp prints 

from original plates posed to get needed high lights 
and shadows. 


Send 25c for miniature samples. We have over 
500 different poses of many different models. 


SHAW PUBLISHING COMPANY 
44 Boylston St. Dept. E2 Boston, 11, Mass. 
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MORRISH TAKES CHARGE OF DISPLAYS 
FOR REICH & LIEVRE, OAKLAND 


W. J. Morrish, recently in charge of displays for the 
Diamond Clothing Company, Calgary, Canada, has been 
selected as display manager for the Oakland (Cal.) store of 
Reich & Lievre. 





HORACE WESTLAKE ANSWERS FINAL CALL 


As we go to press we learn of the passing of Horace 
Westlake, display manager for Murphy-Gamble Co, Ot- 
tawa, Ont. We join his many admirers in extending sin- 
cerest sympathy to Mrs. Westlake and a six-month-old 
daughter. Mr. Westlake was a veteran of four years ser- 
vice in the great war and his death was directly due to the 
effect of enemy poison gas. 





FRED ASHFIELD RENDERS LONG AND 
SUCCESSFUL SERVICE 


With the beginning of the new year Fred A. Ashfield, 
popular display executive for Bryson Graham, Limited, 
Ottawa, began his twenty-seventh year of continuous ser- 
vice with the big Ottawa retail institution. Starting as 
cash boy, Mr. Ashfield’s progress to an important post in 
the store organization reads in similar fashion to the 
business advancement of many others who have made good 
through energetic rendering of service in the interest of 
the employer. Mr. Ashfield is now preparing plans for 
store front construction of the contemplated new Bryson 
Graham building. 





HAMILTON GINGHAM DISPLAY 
PRESENTS NOVEL FEATURE 


A display that attracted considerable attention was 
placed by E. J. Hamilton, display manager for Robert 
Wright Company, Brockville, Ontario, during the early 
days of February. The showing featured ginghams and 
introduced the novel feature of presenting ginghams ex- 
clusively in the window, even to the streamer cards, pos- 
ters and show cards. The distinctive introductions of Mr. 
Hamilton are creating much valuable publicity for the dis- 
playman and resulting to the material benefit of the 
Wright Company. 





SPECIALLY CONSTRUCTED REVOLVING STAND 
INCREASES TOOTHBRUSH SALES 


Adolphe Bouvier, display manager for Bryson’s, Ltd., 
Montreal, recently experienced great success in the showing 
of tooth-brushes uniquely displayed on a special fixture 
made by the displayman in his department. 

The fixture was made in cone shape with round wooden 
base, eight inches in diameter with wooden center pole 
fourteen inches high. The diameter of the top piece, cir- 
cular in form was 3 inches and a hole was bored in center 
where it fit over the upright pole, thus allowing for 
revolution. Ordinary wire net was then tacked to bottom 
section and also to top piece. Brushes were then placed 
through the openings in the wire and a most novel effect 
resulted. The complete stand cost about five dollars to 
make, including material and time, but, in the words of 
Mr. Bouvier, “it sells tooth brushes as they never sold 
before in our store.” 
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Ve for Mercantile Display 
A complete system and text book on draping in all its branches for show window 
= and commercial use, written with the sole purpose of benefiting and instructing 
Ot. those who are desirous of becoming proficient in the art. Edited in a simple, prac- 
sin- tical and comprehensive manner according to modern and accepted methods in the 
-old display of silks, laces, dress goods, cotton goods, ribbons, etc. 
the By 
Jerome A. Koerber 
™ E Display Manager, Strawbridge & Clothier, Philadelphia, Pa. 
| ed, | ° ° 
ns Three Parts Covering All the Essentials of the Art 
or PERSPECTIVE — FRAMEWORK —- BACKGROUNDS 
the COMPOSITION — BALANCE — COLOR HARMONY 
oe | COLOR CHARTS — FIXTURES — EQUIPMENT 
: oe MERCHANDISE — STRUCTURE — HISTORIC DRAPES 
ion APPLICATION OF PRINCIPLES — ORNAMENTATION 
THE SECRET OF DRAPING — FIRST PRINCIPLES 
CORRECT EMPLOYMENT. OF DESIGNS 
EVOLUTION OF DRAPING — DRAPING ACCESSORIES 
was A SERIES OF FIFTY KOERBER FEATURE DRAPES AND A CHOICE 
- ‘ SELECTION OF DRAPES AS MADE BY OTHER RECOGNIZED MASTERS 
i IN THE ART OF DRAPING 
win Fully Illustrated Throughout—One Hundred and Twelve Pages—Size 734x101 | 
a Substantial Cloth Binding 
lis- : 
the AN INFALLIBLE MANUAL, GUIDE AND REFERENCE BOOK | 
© eS 00 3 
re-publication Price, . ‘Per Copy, Postpaid 
NOW ON THE PRESS 
oe ORDERS WILL BE FILLED IN ORDER RECEIVED 
len , 
SPECIAL The DISPLAY WORLD has won the esteem of all interested in 
. F tile displ dh d the leadership f tructive 
“6 | COMBINATION Cort and weaith of authoritative material it publishes. The mag- 
aati OFFER azine is profusely illustrated, and its pages are chock full of author- 
7” itative articles by the leaders in the profession. The BOTH FOR 
a lg DISPLAY WORLD, published monthly at $2.00 a year, together with a copy $4 00 
‘ i of The Art of DRAPING, at a cash saving of $1.00 * 
he F THE DISPLAY PUBLISHING CO., CINCINNATI, O. 
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More than Twelve Thousand 
Gordon Books In Use 





BECAUSE Wm. Hugh Gordon’s “Lettering for Com- 
mercial Purposes” gives the letter-craftsman just 
the practical help and assistance he needs and ap- 
preciates. It is written in supremely simple style. 


BECAUSE it is thorough and complete, carrying a 
world of information that holds and thrills the 
seasoned artist as well as the student. 


BECAUSE it is modern, containing page after page 
of new and practical letter styles and combina- 
tions, a guide from fundamentals to finish, inspir- 
ingly beautiful and always thoroughly practicable. 


BECAUSE in its text it gives substantial, worth- 
while, practical professional information, gleaned 
from twenty-five years experience in various 
branches in the field of lettercraft. 


BECAUSE it is a book one lives. with, the prized 
book of modern instruction for the card writer, 
poster artist, displayman and lettercrafter. Gor- 
don’s book is as enduring as his art. 


CHAPTERS 


Modern Lettering—Classification of Letters and Types— 
Some First Principles in Lettering—Brushes and Pens for Let- 
tering—The Potentiality of a Show Card Writer’s Brush—First 
Principles in Show Card Writing—Arrangement and Balance in 
Show Card Lettering—Diagrammatical Analysis of Letters— 
Rapid Single and Double Stroke Numerals—Economy of Motion 
as an Aid to Speed—Modification of Type Faces Adapted to 
Brush Work—Italics for Speed Lettering—Speed Limit in Let- 
tering Show Cards—Fundamentals of Speed Work—‘Poster 
Styles” of Lettering—New Alphabets vs. Old—The Show Card 
and the Show Card Man—Illustrative Stunts for Show Cards— 
Motion Picture Titles and Their Preparation. 








Bound in blue Vellum DeLuxe Cloth, Cover Stamped in 
Gold—220 Illustrations, over 100 of them page 
alphabet plates 


When orderedin 
& 5 PER Combination with a BOTH $ 50 
» COPY year’s subscription to FOR e 


The Display World. 
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THE DISPLAY PUB. CO., CINCINNATI, O. 

' Enclosed find $.------------ TO PAY FOR I 
| (© The Gordon Book. i 
_] The Gordon Book and a full year’s subscription to 
i The DISPLAY WORLD. | 
j DRQMME aioe ee eee i 
j UR sasisosirckccaiinininsiasianittiinicinensesitcanneeiiigigiitaimaainaaas ] 
| a ie inc nimanidaiaaiinin | 

“os NOTE—If remitting by check add 10c for exchange. 


Ohio State Convention 


Educational program of exceptional merit fea- 
tures Cincinnati meeting—Loring is new 
president—Marion 1924 convention city 


S WE go to press the third annual convention 
of the Ohio Association of Display Men is in 
session at the Hotel Gibson, Cincinnati. The 

meeting opened Monday morning, February 12, and 

concluded on the evening of February 14. Thirty-five 
displaymen from the state were registered when the 
first session was opened by President George B. Scott, 

Metropolitan Company, Dayton. 

Addresses by Mr. Scott, T. Quinlan, of the Cincin- 
nati Chamber of Commerce, and Alfred Vogel, super- 
intendent of art in the Cincinnati public schools, were 
prominent features of the Monday sessions, sharing in 
educational value with demonstrations by E. A. Gage, 
display manager, Quinby Co., Cleveland ; George Bauer, 
Kaufman’s, Springfield, and George Koons, Mabley & 
Carew, Cincinnai. 

Mr. Vogel said that the displayman should have the 
spirit of the true artist, and that they should be the 
teachers presenting in their work the fundamental prin- 
ciples of the painter and the architect. He called atten- 
tion to the importance of balance, of composition, con- 
struction and color harmony. 





Demonstrations Feature Tuesday's Session 

Competitive and non-competitive demonstrations 
with a constructive address by George B. Scott held the 
interest of the delegates during the sessions of he 
second day. The attendance was considerably in ex- 
cess of the opening day, and received the suggestions of 
Mr. Scott and the efforts of the demonstrating artists 
with genuine enthusiasm. Those taking part in dem- 
onstrations included: Henry Lins, Louis Traxler Co., 
Dayton ; J. B. Jaeger, Rike-Kumler Co., Dayton ; Claud 





Evening Wear Display by J.H. Richter, Detroit 
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Display by Page & Harryman, Inc., Lansing, Mich. 


Gehring, Rike-Kumler Co., Dayton; E. C. Jackson, 
Jackson Studio, Dayton; Paul Mericks and L. Gross, 
Rike-Kumler Co., Dayon. 


On the morning of Wednesday the delegates visited . 


the Rookwood Pottery, Cincinnati, before continuing 
the business convention program on Wednesday after- 
noon in a spirited election of new officers and 1924 
convention city. Marion was favored as the next meet- 
ing place, while Cincinnati displaymen were accorded 
four major officers on the official state roster for the 
coming year. The officers elected are: 

President, Arnold D. Loring, service display spe- 
cialist, Cincinnati; first vice-president, A. C. Kien, dis- 
play manager for R. & B. Clothes Shops, Cincinnati ; 
second vice-president, J. Donohoe, display manager, 
The Fair, Cincinnati; treasurer, R. E. Courtney, dis- 
play manager, Hanke Bros., Cincinnati; secretary, Otis 
Harraman, Marion. 

The Cincinnati Association of Displaymen, hosts 
on the occasion, royally entertained the visiting dele- 
gotes with store inspections, fashion reviews, dinners, 
banquets, cabarets and grand ball. 

Conducted*in conjunction with the convention was 
a manufacturers’ exposition with representatives of the 
following firms present and maintaining exhibit space: 


The Decorative Plant Company, New York; The 
Old King Cole Papier Mache Company, Canton, Ohio ; 
Grimm-Lambach Co., St. Louis; The DISPLAY 
WORLD, Cincinnati; C. L. Greeno Company, Cin- 
cinnati; Hulsizer Artificial Flower Co., Des Moines, 
la.; Leon Myers, New York; Onli-Wa Fixture Co., 
Dayton, Ohio; Bert L. Daily, Dayton, Ohio; Seidel 
& Harte, Cincinnati; Newman Manufacturing Com- 
pany, Cincirinati; L. A. Kichler Company, Cleveland ; 
The Morency Company, Chicago; The Marvel Form 
Co., Pigion, Michigan; Oscar Onken Company, Cin- 
cinnati, and the Great Central Novelty Co. Cincinnati. 
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Novelty Window 


Decorations 


for 


EASTER 
DISPLAYS 


Most unique line of advance 


SPRING 


items now completed 


Newest ideas in Papers, Placques, 
Decorative Units, Etc., Etc. 


Send for catalogs at once. 


Doty & Scrimgeour Sales Co., Inc. 


“BETTER WINDOW DISPLAYS” 
20 READE STREET NEW YORK 

















EVERLASTING SIGNS 


Made of bronze, the metal that lasts forever. Always 
clean, bright and attractive. 

Arranged for the exterior of your store, or fitted with 
easels for your show windows. Any size, any shape, any 
trade-mark or special style of lettering desired. 


_ The best of all signs to advertise your business in a 
dignified, compelling manner. 





STORES IN 





PRINCIPAL CITIES 





SEND FOR THIS FREE BOOKLET 


_Our new catalog shows actual photos of store signs 
window signs and cast letters—both brass and bronze. It 
offers suggestions for “sprucing up” your place of business 
at moderate cost. 


_In addition, it clearly gives our special low prices on 
high-grade, durable signs of all sorts. 


Write for your copy of this booklet today. 


NEWMAN MANUFACTURING CO. 


416 ELM ST. CINCINNATI, O. 
68 W. WASHINGTON ST., CHICAGO, ILL. 
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Kansas Holds Successful Meeting © 


Sixth annual convention of K. A. D. M., replete with educational 
features — National advertisers offer prizes — McMurray 
new president—Mrs. R. T. Whitnah directs auxiliary 





MA J|ITH one hundred displaymen in attendance, 
Bid the Sixth Annual Convention of the Kan- 
#9} sas Association of Displaymen was held at 
Topeka, January 15 and 16. Featured by a pro- 
gram of exceptional educational merit, and punc- 
tuated by lively contests sponsored by manufac- 
turers of nationally advertised products the meet- 
ing just closed will go down in history as the 
most successful convention of the progressive dis- 
playmen of the cornflower state. Vieing with the 
accomplishments of the displaymen was the pro- 
gram observed by the Woman’s Auxiliary, headed 
by President Mrs. R. T. Whitnah. 

The meeting opened Monday morning, January 
15, with a brief address by R. T. Whitnah, display 
manager for Crosby Bros. Co., Topeka, and pres- 
ident of the Kansas Association of Displaymen, 
who outlined the purposes and accomplishments of 
the Association and concluded with a forceful ap- 
peal for greater recognition of the displayman’s 
importance in the store organization and concen- 
trated and energetic effort in the general develop- 
ment and expansion of the display profession. 

Others on the Monday program were: George 
Stansfield, president Topeka Chamber of Com- 
merce; R. S. Griffee, display manager, Scott & Co., 
Topeka; L. A. Rogers, secretary, I. A. D. M., and 
D. J. Story, advertising manager for Crosby Bros. 
Co., Topeka. 

Tuesday’s program included in addition to the 
display demonstrations, which also enhanced the 
Monday program, addresses by Geo. Stone, artist, 
Topeka. C. C. Carl, Lawrence, Kans., and Walter 
E. Zemitzsch, president of the Walter E. Zemitzsch 
Co., St. Louis, and formerly display manager for 
Famous & Barr, St. Louis. 

A departure in convention programs introduced 
several display contests in which prizes were 
awarded by national advertisers. Winners in these 
competitions were as follows: 


Schrafft’s Confectionery Display—tist prize, F. J. 
Siebert, Warren M. Crosby Co., Topeka; 2nd prize, D. H. 
Gentry, Coyot Dry Goods Co., Ottawa, Kans.; 3rd _ prize, 
F. E. Anderson, Forrester Dry Goods Co., Ottawa, Kans. 

Ramer Confectionery Display.—lst prize, B. F. Fenni- 
more, Laderer Co., Independence, Kans.; 2nd prize, C. H. 
Rhodes, Owl Drug Co., Chanute, Kans.; 3rd prize, Ludwig 
Fruhauf, Boston Store, Wichita. 

Bradley Knit Wear Display.—lst prize, G. F. Gladfelter, 
Voiland-Engel Co., Topeka; 2nd prize, R. A. Staines, Ram- 
sey Dry Goods Co., Atchinson, Kans.; 3rd prize, C. F. 
Baker, Pelletier’s Stores Co., Topeka. 

Holeproof Hosiery Display.—1st prize, B. F. Fennimore; 
2nd prize, F. J. Siebert; 3rd prize, R. S. Griffee, The Scott 
Co., Topeka. 


Winners in State Contest 


The winners in the annual display contest con- 
ducted by the Kansas Association of Display Men 
were as follows: 


Class 1—I1st, R. T. Whitnah; 2nd, Ludwig Fruhauf. 

Class 2.—lst, Ludwig Fruhauf; 2nd, J. Rippey. 

Class 3.—Ilst, J. Rippey; 2nd, Ludwig Fruhauf. 

Class 4.—lst, C. H. Rhodes, 2nd, J. Rippey. 

Class 5.—lst, Ludwig Fruhauf; 2nd, J. Rippey. 

Class 6.—Ist, F. E. Osgood, Star Clothing Co., Hutch- 
inson, Kans.; 2nd, G. F. Gladfelter. 

Class 7.—lst, Ludwig Fruhauf; 2nd, F. E. Osgood. 

Class 8.—Ilst, Ludwig Fruhauf; 2nd, J. Rippey. 

Class 9.—Ilst., Ludwig Fruhauf, 2nd, A. L. Comstock, 
Crosby Bros. Co., Topeka. 

Class 10.—G. F. Gladfelter; 2nd, A. L. Comstock. 

Class 11.—lst, J. Rippey; 2nd, Ludwig Fruhauf. 

Class 12.—Sweepstakes, ist, Ludwig Fruhauf; 2nd, J. 
Rippey. 

Grand prize, Ludwig Fruhauf. 


Election Results 


New state officers selected are: 

President, F. J. McMurray, Pegues-Wright Co., Hutch- 
inson, Kans.; Ist vice-president, B. F. Fennimore, Laderer 
Co., Independence, Kans.; 2nd vice-president, C. Harvey 
Rhodes, Owl Drug Co., Chanute, Kans.; 3rd vice president, 
G. F. Gladfelter, Voiland-Engel Co., Topeka, Kans.; secre- 
tary-treasurer, R. W. Cunningham, Rorabaugh-Wiley Co., 
Hutchinson. 
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MOLLHARGY MADE STORE MANAGER 
I Mollhargy, recently appointed manager of the new 
Hanover Shoe Co., store, at Toledo, Ohio, began his mer- 
cantile career as a displayman in one of the Hanover chain 
stores. 





POPULAR BOSTON ARTIST JOINS 
MACULLAR PARKER CO. 
C. F. Brown, for more than 15 years display manager 
for Leopold Morse Co., Boston, and previously director of 
displays for A. Shuman & Co., Boston, has affiliated with 


the Macullar Parker Co., in the capacity of director of 
store arrangement and display. At present Mr. Brown is 
engaged in the supervision of the construction of the 
company’s new store at Tremont and Bromfield streets. 





A display of Watkins’ Mulsified Cocoanut Oil caused 
much favorable comment and resulted in big sales for the 
O. Henry Drug Co., Greensboro, N. C., during the early 
days of February. The display was attractively arranged 
midst dealer display “helps” comprising background piece, 
tree cut-outs and effective display cards: 
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THE DISPLAY WORLD 


POr Opportunity Sxchange™ 





Mien Wanted Positions Wanted Gor Sale Wanted Buy 


POSITIONS WANTED 





WANT TO SELL 














ART STUDENTS 
LEARN CARTOONING, commercial art, 
fashion art, newspaper and magazine illus- 
trating by mail, or local classes; write or 
call for information. 
ASSOCIATED ART STUDIOS, 
A=76 Flatiron Bldg. New York City 


FOR SALE 


Sleeve Pad invented by a display manager 
who realized its necessity tor producing 
better displays. Patent applied for. Un- 
limited possibilities for same. Will sell 
outright. 

A. L. PETERSON, 
Mankato Minn. 














Experienced Displayman and Card Writer 
—some advertising—desires change on or 
about March 15th. Department store pre- 
ferred. Can furnish best of reference. 
Energetic worker, married. Address 
er 
Care The DISPLAY WORLD. 








Window Trimmer and Card Writer 
Young man, now employed in large de- 
partment store, desires change on or 
before April Ist. Ambitious, willing 
worker. Will go anywhere. Reference on 
request. Address 


J. L., 
Care DISPLAY WORLD. 





WINDOW DISPLAY 

We have for sale at small cost, a 
very fine spectacular mechanical 
window display which we used this 
past Christmas. 

We also are in the market for 
another one for next year. If you 
have one for rent or sale, commun- 
icate with us. 

L. S. AYRES & CO. 


Indianapolis, Ind. 








SALESMAN 


Display Fixtures and Forms, must 
be thoroughly experienced fixture 
salesman with following, who can 
suggest ideas and close sales; a 
wonderful opportunity and future; 
all correspondence strictly confi- 
dential. Drawing accounts against 
largest commissions and expenses. 

Address “L. A.” 


Care The DISPLAY WORLD 





WANT TO BUY 














HELP WANTED 


REVOLVING DISPLAY 


Interested in Revolving Display Stand 
suitable for displaying figures or mer- 
chandise in department store window. 
Must be in good shape. Address 


“Cc, F.,” 
Care The DISPLAY WORLD. 











CARD WRITER 


Young man thoroughly ex- 
perienced in handling card 
writing for large department 
store. 

Position in east preferred. 


Address “I. H.” 
Care The DISPLAY WORLD. 








REPRESENTATIVE WANTED 


Enlarged and improved manu- 
facturing facilities enables us to add 
a few reliable local and traveling 
representatives for our line of fix- 
tures and store equipment. Pro- 
ducts first class and priced right. 
Liberal commission. Exceptional 
opportunity for display service men 
or fixture salesmen. 


SUPERIOR BRASS & FIXTURE 
COMPANY 
316 W. Jackson Blvd., Chicago, IIl. 








REVOLVING CABINET 


Need revolving cabinet for 
interior display. Prefer one 
finished in American Walnut. 
Give full description and best 
price. 

Address “E, W.” 
Care The DISPLAY WORLD 














IF YOU SEEK A POSITION—NEED A MAN OR HAVE ANY 
USED MATERIALS OR FIXTURES TO DISPOSE OF 


Use the Opportunity Exchange 


$1.50 


PER COLUMN INCH PER INSERTION, CASH WITH COPY. 


LARGER SPACE IN PROPORTION 
GOOD RESULTS AT LOW COST 











Opportunity Exchange for March Issue Closes March 10 
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Send for 
Illustrated Catalogue No. 10 of 


FHARDWOOD FLOORS 
[for SHOW WINDOWS 


Inexpensive and can be installed by any 
carpenter. 


E. B. MOORE & CO. 
17 E. Van Buren St., CHICAGO 




















SILK WEEK AT HOVEY’S FEATURED BY 
WALDO DISPLAYS 

Frederick B. Waldo, disp!ay manager for C. F. Hovey & 
Co., Boston, designed and directed the installation of a re- 
markable series of silk displays on the occasion of the 
store’s “Silk Week.” Featured in these displays were ad- 
vance conceptions of printed silks from every market, all 
indicative of the coming modes and colorings. 





PACIFIC COAST DISPLAYMAN TAKES 
NEW POSITION 


C. B. Smith, formerly display manager for Rosenthall’s, 
Los Angeles, has resigned to accept a similar position with 
the Hanan & Son Shoe Store, same city. Mr. Smith has 
been unusually successful in the specialized work of display- 
ing shoes and has been frequently commended by the Los 
Angeles press. 





A window display of furniture recently arranged at the 
store of R. Rogers & Sons, Newport, Ky., was one of the 
three tied for first place in a contest conducted by a na- 
tional furniture magazine. 





NOWAK RESIGNS FROM MADIGAN’S FOR 
SALES POST IN NEW COMPANY 
C. J. Nowak has resigned as display manager for Madi- 
gan Bros., West. Madison St., Chicago, and has affiliated 
with a newly formed organization which will market ready- 
made paper, cloth and composition board backgrounds and 
panels. Previous to the Madigan position Mr. Nowak 
was engaged in display work in Mennominee, Mich. 


ECKHART DISPLAYS ATTRACT UNUSUAL 
ATTENTION IN WILKES-BARRE 


George Eckhart is the display manager for The Boston 
Store, Wilkes-Barre, Pa., where recent window showings 
have attracted unusual attention and merited newspaper 
compliments. One of the most successful displays featured 
products of the Meynardi Co., a leading manufacturing 
establishment of Wilkes-Barre. 





q 


MACKEY’S DISPLAYS ATTRACTING ATTENTION 
AT HERPOLSHEIMER’S, GRAND RAPIDS 


John Mackey, the new display manager for Herpols- 
heimer’s, Grand Rapids, Mich., has made good with a 
vengeance, the display windows of this big store present- 
ing a character of work surpassing anything previously 
seen in Herpolsheimer windows. Previous to joining the 
Herpolsheimer organization ten months ago, Mr. Mackey 
was engaged in the profession at Decatur, Illinois. 





PROGRESSIVE SALES CO-OPERATION PRACTICED 
BY SALES MANAGER WINOCOUR 


Alex Winocour, sales manager for The Bodine-Spanjer 
Co., Chicago, has adopted the excellent plan of regular 
visits to his road men. Principal cities from each man’s 
territory are selected, with dates for visits properly ar- 
ranged, and the assistance of Mr. Winocour is added to 
the efforts of the representatives with great results. Full 
commission is allowed salesmen on all orders closed by the 
salesmanager. 





BOHLING PRODUCTS. ASSIST IN BEAUTIFUL 
AEOLIAN DISPLAYS 


The display windows of the Aeolian Co., 19 West 42nd 
Street, New York City, are continuous spectacles of un- 
usual display beauty. Display manager Chille, a keen 
student of his art believes in the theory that the public 
wants something different, and it is to be doubted whether 
any other store in the great metropolis is more successful 
in meeting this public demand. 

Displays in which electrical equipment and lighting 
effects are prominent seem to have met with greatest 
success and in this work Frederick A. Bohling Co., has 
materially assisted. The latter organization specializes in 
the manufacture of lighting equipment features, most 
prominent among which is the Sun Ray spotlight. 
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CORNELL BOARD. PRACTICAL AND 
EFFICIENT DISPLAY ESSENTIAL 


The advertising program of the Cornell Wood Products 
Company, Chicago, manufacturer’s of the famous Cornell 
Wood Board, includes a series of practical and instructive 

illustrated articles on modern window display methods, 
the first of which appears on another page of this issue 
of The DISPLAY WORLD. 

The attention of every merchant and displayman is 
directed to. this series, since the Cornell Wood Products 
comprise one of the most valuable and indispensible es- 
sentials in the store’s display department. For several 
years Cornell Board has been constantly employed by the 
leading stores and displaymen and results have indicated 

@beyond doubt the merit of the product. The practical 
articles to appear each month will prove decidedly to the 
advantage of those looking for new ideas in display con- 
struction. 
L. BAUMANN & CO. OFFERS. DISTINCTIVE 
CO-OPERATIVE SERVICE 


Displaymen and merchants should not be without the 
catalog of L. Baumann & Co., manufacturers of artificial 
flowers and complete display decorations. Baumann cat- 
alogs are directories of the latest and most novel features 
in display embellishment, each number illustrated the con- 
ception of an artist and finish by quality workmen. 

A prominent feature of the Baumann organization is the 
service facilities placed at the command of merchants and 
displaymen and which extends the service of specialized 
artists, men who have gained national prominence as a 
result of their leadership in the fields of art. It is this 
caliber of skill that is offered by L. Baumann & Co., and 
merchants and displaymen will find it an incomparable 
service in the solution of store and window problems. 








TO MAKE DISPLAY CARDS, LABELS 
AND CONTAINERS 


The Allness Manufacturing Company has been formed 
with incorporation papers disclosing a capitalization of 
$150,000. Incorporators are: Max Haleff, B. N. Fish and 
K. Lanahan. Factory and offices will be maintained at 
608 South Dearborn St., Chicago, and products will include 
display cards, labels and containers. 





PAASCHE COMPANY INTRODUCES NEW AND 
IMPROVED AIR BRUSH 


The Paasche Air Brush Company, of Chicago, have just 
developed and placed on the market, a new air brush 
which is destined to become very popular among the dis- 
playmen. This new air brush resembles a sprayer of the 
higher type and is filling a long felt want for such a brush, 
principally due to the speed or quick covering capacity. 

Air brushes are admitted a practical necessity. Yet in 
making attractive display matter of a larger nature, the 






usual brushes have not been without their limitations at 
times. This has been particularly noticeable on the larger 
background, fixtures, window staging, etc., which require 
refinishing after nearly every use. Such an air brush as 
above referred to will be found nearly indispensable in re- 
storing old fixtures, making them look like new at a nom- 
inal cost. This air brush will come in mighty handy dur- 
ing the rush season and particularly so in preparation of 
you big sales and Xmas displays. 

The Passche Company have long been known as a 
progressive manufacturers of air brushes for the show card 
writer, sign painter and displayman, gradually expanding 
and in their development, incorporating equipments for 
general painting and finishing. If you do not know the 
Paasche Company or are not familiar with their ‘ine which 
will be of interest to you as a displayman or merchant, 
you would do well to get in touch with them. 





THE NEW A & W WORK WORK-ALARM SWITCH 


Illustrated here is the new Work-Alarm Time Switch, 
described in the January issue of The DISPLAY WORLD, 
and manufactured by the A‘& W Electric Sign Co., Cleve- 





land Sign Co., Cleveland. This new development. has just 
been perfected and includes features that will make its 
use of great and general value in retail stores. For com- 
plete details concerning the construction and operation of 
the new alarm switch write to The A & W Electric Sign 
Co., Cleveland, Ohio. 





SYLVAN SPECIALTY BULLETIN SHOWS 
NEW ADJUSTABLE RACKS 


The Sylvan Specialty Shop, 552-4 W. Lake St., Chicago, 
are offering some new designs and finishes in their exten- 
sive line of adjustible display racks which should prove 
interesting to merchants and displaymen. An attractive 
bulletin, profusely illustrated and including testimonials 
from a number of leading merchants has just been issued 
and will prove of great assistance to merchants in need of 
display essentials such as produced by the Sylvan Com- 
pany. Builetin sent on request. 
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The proper use of Color exerts a powerful in- 
fluence on buying. It is often the determining 
selling factor. 


Good Color Harmonies are therefore a most 
vital consideration, because they help to sell 
merchandise quicker and the satisfaction of 
the customer is greater. 
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Greatly reduced illustration of the Taylor Color 
Chart. Harmonious color combinations are produced 
by placing the masks upon the bands of colors. Colors 
showing through openings are always in perfect 
harmony. Lithographed in 17 Impressions showing 
96 different colors, exclusive of black. 








The Taylor System 
of Color Harmony 


A visible method of combining Color Har- 
monies easily, quickly, correctly. The only 
means available today by which infallible color 
combinations of 2 to 7 pure, different colors 
can be selected with instant result and at the 
same time produce as many as 20,000 fresh 
distinctive Color Harmonies! 


For Displayman and Merchant 


It will be of inestimable value to the Dis- 
playman in his department and windows, while 
the Merchant will benefit to the extent of 


. thousands of dollars thru means afforded sales 


people to find perfect color matches—the one 
weakness of 999 out of 1,000 salespeople. 
How many sales have been lost due to the 
inability to suggest proper color match? 





“The Taylor Color Chart, if used only once, 
will more than repay its initial cost.”—Mr. J. J. 
Cronin, President, Metropolitan Association of 
Displaymen, New York City. 

“The Color Chart is wonderful. This does not 
say enough for it. 1 understand it very thoroughly 
after one evening’s study and would not be with- 
out it. I feel that my purchase of Color Harmony 
is a great step forward.”—Mr. L. Robert Rehm, 
Display Manager, Patterson-Fletcher Co., Fort 
Wayne, Ind. 

“We have you Color Chart in my office and 
we sure would not like to be without it. It is a 
great help and is used throughout our entire 
store.”"—Brager Department Store, Baltimore. 

“The Taylor Color System contains more color 
ideas than the most virile artist could use in a 
lifetime of creative efforts.".—Dr. Denman Ross; 
Head of the Department of Design of Harvard 
University. 











The DISPLAY WORLD 


30 Opera Place . 


: Cincinnati, Ohio 


EXCLUSIVE SELLING. AGENT in the Display and Mercantile Fields. 
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This exquisite setting—La Parisian—is patterned after the most beautiful displays in the shop-windows of 
the famous Rue Rivoli. It is a dainty combination of graceful furniture and richly colored silken pieces— 
perfectly adapted to a window display of feminine apparel. Every article is a product of our own studios. 
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DISPLAYS 


Reveal Fresh and Original Ideas! 


EENLY alert to modern demands 
kK for distinctive and practical win- 
dow decorations, Bodine-Spanjer 
designers are constantly creating fresh 
and original ideas which are meeting with 
great enthusiasm among merchants and 
Display Managers in America’s foremost 
retail stores. 


This superior craftsmanship is especially 
evident in the Spring Displays now on ex- 


habit for the first time in our show rooms. 
Words cannot with justice depict their ex- 
quisite beauty. To appreciate fully the 
rich artistry, the harmonious color 
schemes, and the careful workmanship, it 
is almost imperative that you view these 
sample displays. 


In fact, we assure you that a special trip 
to Chicago for this purpose alone would 
be well worth while. 


Sketches Submitted Without Obligation 
Place Your Order Now 
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Designers and Makers of Original Decorations 


316-317 S. Wabash Ave. 


Studios—1160 Chatham Court, Chicago 




















